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FOREWORD 

 

Transformation of Agriculture to Agri Business is essential to enhance the 

income of the farmers at micro level and increasing the contribution of 

Agriculture to national GDP at macro level. The difficult task of 

Agripreneurship development has to be led by Agri Startups, Agri Innovations 

and Agri Innovators. These stakeholders have to be facilitated by Agriculture 

Development Institutions and Programmes. 

 

CCS National Institute of Agricultural Marketing is knowledge partner for 

implementation of RKVY-RAFTAAR in which Agri Startups are promoted. As 

a first step, Agripreneurship Development programme is being conducted by 

CCS NIAM in which budding Agri innovators from different parts of the country  

are participating. 

 

On behalf of CCS NIAM family I would like to congratulate and welcome them. 

 

This two months programme will be a Life Changer for the Agripreneurs as 

the programme provides time, platform, professional  support and motivation 

to all the participating Agripreneurs. The participants get opportunity to learn 

not only from Practitioners but also from other participants. This widens their 

knowledge, network and clarity of thoughts about their own startup. 

 

CCS NIAM will do everything possible to make budding ideas to bloom as 

successful Agri Enterprises. 

 

Congratulate CCS NIAM team for giving their best to make the programme, a 

grand success. 

 

 

 

(Dr. P. Chandra Shekara) 
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Chapter - 1 

CONCEPT OF ENTREPRENEUR, ENTREPRENEURSHIP 

The capacity and willingness to develop, organize and manage a business venture 

along with any of  its risks  in order to make  a profit. The most obvious example of 

entrepreneurship is the starting of    new businesses. In economics, Entrepreneurship 

combined with land, labor, natural resources and capital can produce profit. 

Entrepreneurial spirit is characterized by innovation and risk-taking, and is an 

essential part of a nation's ability to succeed in an ever changing and increasingly 

competitive global marketplace.  

Richard Cantillon : 

An entrepreneur is a person who pays a certain price for a product to resell it at an 

uncertain price, thereby making decisions about obtaining and using the resources 

while consequently admitting the risk of enterprise. 

J.B. Say: 

An entrepreneur is an economic agent who unites all means of production- land of 

one, the labour of another and the capital of yet another and thus produces a product. 

By selling the product in the market he pays rent of land, wages to labour, interest on 

capital and what remains is his profit. He shifts economic resources out of an area of 

lower and into an area of higher productivity and greater yield. 

Schumpeter: 

According to him entrepreneurs are innovators who use a process of shattering the 

status quo of the existing products and services, to set up new products, new services. 

David McClleland: 

An entrepreneur is a person with a high need for achievement [N-Ach]. He is 

energetic and a moderate risk taker. 

Peter Drucker: 

An entrepreneur searches for change, responds to it and exploits opportunities. 

Innovation is a specific tool of an entrepreneur hence an effective entrepreneur 

converts a source into a resource. 

 

http://www.businessdictionary.com/definition/capacity.html
http://www.businessdictionary.com/definition/develop.html
http://www.businessdictionary.com/definition/manage.html
http://www.businessdictionary.com/definition/business-venture.html
http://www.businessdictionary.com/definition/risk.html
http://www.businessdictionary.com/definition/order.html
http://www.businessdictionary.com/definition/profit.html
http://www.businessdictionary.com/definition/business.html
http://www.businessdictionary.com/definition/economics.html
http://www.businessdictionary.com/definition/land.html
http://www.businessdictionary.com/definition/labor.html
http://www.businessdictionary.com/definition/natural-resource.html
http://www.businessdictionary.com/definition/capital.html
http://www.businessdictionary.com/definition/produce.html
http://www.businessdictionary.com/definition/innovation.html
http://www.businessdictionary.com/definition/nation.html
http://www.businessdictionary.com/definition/nation.html
http://www.businessdictionary.com/definition/competitive.html
http://www.businessdictionary.com/definition/competitive.html
http://www.businessdictionary.com/definition/marketplace.html


 

Page | 2  

 

Kilby:  

Emphasizes the role of an imitator entrepreneur who does not innovate but imitates 

Technologies innovated by others are very important in developing economies. 

Albert Shapero: 

Entrepreneurs take initiative, accept risk of failure and have an internal locus of 

control. 

G. Pinchot: 

Intrapreneur is an entrepreneur within an already established organization. 

Entrepreneurship is the process of creating something new and assuming the risks and 

rewards.  

Four aspects of being an entrepreneur today: 

1 Involves creation process.  

2 Requires devotion of time and effort. 

3 Involves rewards of being an entrepreneur.  

4 Requires assumption of necessary risks  

The Myths of Entrepreneur 

Å Myth 1: Entrepreneurs Are Doers, Not Thinkers 

Å Myth 2: Entrepreneurs Are Born, Not Made 

Å Myth 3: Entrepreneurs Are Always Inventors 

Å Myth 4: Entrepreneurs Are Academic and Social Misfits 

Å Myth 5: Entrepreneurs Must Fit the ñProfileò 

Å Myth 6: All Entrepreneurs Need Is Money 

Å Myth 7: All Entrepreneurs Need Is Luck 

Å Myth 8: Ignorance Is Bliss For Entrepreneurs 

Å Myth 9: Entrepreneurs Seek Success But Experience High Failure Rates 

Å Myth 10: Entrepreneurs Are Extreme Risk Takers (Gamblers 
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THE CONCEPT OF ENTREPRENEURSHIP 

Basically an entrepreneur is a person responsible for setting up a business or an 

enterprise. He has the initiative, skill for innovation and who looks for high 

achievements. He is a catalytic agent of change and works for the good of people. He 

puts up new green field projects that create wealth, open up many employment 

opportunities and leads to growth of other sectors. 

ENTREPRENEUR 

The word "entrepreneur" is derived from a French root óentreprendreô, meaning, "to 

undertake". The term "entrepreneur" seems to have been introduced into economic 

theory by Cantillon (1755) but Say (1803) first accorded the entrepreneur prominence. 

It was Schumpeter however, who really launched the field of entrepreneurship by 

associating it clearly with innovation. Druckerôs definition of entrepreneurship, 

namely a systematic, professional discipline, brought a new level of understanding to 

the domain identified two clusters of thought on the meaning of entrepreneurship. 

One group focused on the characteristics of entrepreneurship (e.g. innovation, growth, 

uniqueness) while a second group focused on the outcomes of entrepreneurship (e.g. 

the creation of value). 

1 He is a person who develops and owns his own enterprise 

2 He is a moderate risk taker and works under uncertainty for achieving the goal  

3 He is innovative 

4 He peruses the deviant pursuits  

5 Reflects strong urge to be independent  

6 persistently tries to do something better 

7 Dissatisfied with routine activities. 

8 Prepared to withstand the hard life  

9 Determined but patient  

10 Exhibits sense of leadership 

11 Also exhibits sense of competitiveness  

12 Takes personals responsibility  

13 Oriented towards the future 

14 Tends to persist in the face to adversity 
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Convert a situation into opportunity. An entrepreneur is a person who starts an 

enterprise. He searches for change and responds to it. A number of definitions have 

been given of an entrepreneur-The economists view him as a fourth factor of 

production along with land labour and capital. The sociologists feel that certain 

communities and cultures promote entrepreneurship like for example in India we say 

that Gujaratis and Sindhis are very enterprising. Still others feel that entrepreneurs are 

innovators who come up with new ideas for products, markets or techniques. To put it 

very simply an entrepreneur is someone who perceives opportunity, organizes 

resources needed for exploiting that opportunity and exploits it. Computers, mobile 

phones, washing machines, ATMs, Credit Cards, Courier Service, and Ready to eat 

Foods are all examples of entrepreneurial ideas that got converted into products or 

services. Some definitions of an entrepreneur are listed below: 

Concept of Entrepreneurship 

Entrepreneurship involves decision making, innovation, implementation, forecasting 

of the future, independency, and success first and this is how entrepreneurship 

developed Entrepreneurship is a discipline with a knowledge base theory. It is an 

outcome of complex socio-economic, psychological, technological, legal and other 

factors. It is a dynamic and risky process. It involves a fusion of capital, technology 

and human talent. Entrepreneurship is equally applicable to big and small businesses, 

to economic and non-economic activities. Different entrepreneurs might have some 

common traits but all of them will have some different and unique features. If we just 

concentrate on the entrepreneurs then there will be as many models as there are 

ventures and we will not be able to predict or plan, how and where, and when these 

entrepreneurs will start their ventures. 

Entrepreneurship   is   a   process.   It    is   not   a   combination   of   some    stray   

incidents.   It   is     the purposeful and organized search for change, conducted after 

systematic analysis of opportunities in the environment. Entrepreneurship is a 

philosophy- it is the way one thinks, one acts and therefore it can exist in any situation 

be it business or government or in the field of education, science and technology or 

poverty alleviation or any others. Entrepreneurship can be described as a process of 

action an entrepreneur undertakes to establish his enterprise. Entrepreneurship is a 

creative activity. It is the ability to create and build something from practically 
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nothing. It is a knack of sensing opportunity where others see   chaos,   contradiction   

and   confusion.    Entrepreneurship    is    the    attitude    of    mind    to    seek 

opportunities, take calculated risks and derive benefits by setting up a venture. It 

comprises of numerous activities involved in conception, creation and running an 

enterprise. According to; 

Peter Drucker 

Entrepreneurship is defined as óa systematic innovation, which consists in the 

purposeful and organized search for changes, and it is the systematic analysis of the 

opportunities such changes might offer for economic and social innovation 

Entrepreneurship is a dynamic process of vision, change, and creation. It requires an 

application of energy and passion towards the creation and implementation of new 

ideas and creative solutions. Essential ingredients include the willingness to take 

calculated risks- in terms of time, equity, or career; the ability to formulate an 

effective venture team; the creative skill to marshal needed resources; the 

fundamental skills of building a solid business plan; and, finally, the vision to 

recognize opportunity where others see chaos, contradiction, and confusion 

Entrepreneur is a person who starts an enterprise. The process of creation is called 

entrepreneurship. The entrepreneur is the actor and entrepreneurship is the act. The 

outcome of the actor and the act is called the enterprise. An enterprise is the business 

organization. That is formed and which provides goods and services, creates jobs, 

contributes to national income, exports and overall economic development. 

The basic concepts and characteristics of entrepreneurship are concerned with 

developing a vision of what a company should be, and then executing that vision by 

translating it into concrete steps and following through. Entrepreneurs tend to be 

personally involved in building and shaping their companies, but business success 

also depends on understanding personal limits, and developing strategies and systems 

to transcend these limits. Although many business magazines publish long lists of 

entrepreneurial traits, entrepreneurship is more a way of thinking and behaving than a 

set of specific, sharply defined character traits. 
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Measured Risk 

Entrepreneurs are risk takers, staking money, time, and personal reputations to 

manifest their visions. But, like heroes, entrepreneurs are rarely reckless. Rather, 

successful entrepreneurs take measured risks, weighing the stakes and the potential 

consequences, and then stepping into unknown territory to generate results. As risk 

takers, successful entrepreneurs understand that failure can be a vital part of success, 

and that learning from mistakes can be a way of reaping benefits from situations that 

might otherwise feel like failures. 

Fiscal Responsibility 

Businesses run on money, so entrepreneurs must have a solid sense of how to raise 

and manage funds. Successful entrepreneurs have an intuitive sense of how much 

money they will need to run their companies, but they supplement this sense with 

concrete documentation and calculations to mitigate uncertainties. Entrepreneurs are 

willing to risk money by making investments in building their businesses, but they 

keep a close eye on the numbers in order to understand how much they are spending 

and whether their expenditures are bringing about the desired results. 

Creativity  

Starting a business is a creative endeavor that starts with conceptualizing a product or 

service, and then building a practical infrastructure that can sustain itself while 

delivering that product or service. Entrepreneurship requires creative problem solving 

as well as creative product development, and entrepreneurs have the creative freedom 

to think outside the box and develop unique strategies that balance personal values 

with practical constraints. 

Management Skills 

Successful entrepreneurs see the big picture. They have the skills and the humility to 

define their own role in company operations, and the interpersonal skills to 

successfully delegate the tasks they can't complete themselves. Successful 

entrepreneurs are successful managers, sharing the company's vision and clearly 

communicating the ways that this vision is infused into mundane daily tasks. An 

entrepreneur's management skills come into play in the process of carefully choosing 
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employees, and these skills carry over into careful training, as well as the daily 

challenges of motivating and organizing workers. 

Concept of Entrepreneurship: 

The word ñentrepreneurò is derived from the French verb enterprendre, which means 

óto undertakeô. This refers to those who ñundertakeò the risk of new enterprises. An 

enterprise is created by an entrepreneur. The process of creation is called 

ñentrepreneurshipò. 

Entrepreneurship is a process of actions of an entrepreneur who is a person always in 

search of something new and exploits such ideas into gainful opportunities by 

accepting the risk and uncertainty with the enterprise. 
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Chapter ï 2 

CHARACTERISTICS OF AN ENTREPRENEUR 

Entrepreneurship is characterized by the following features: 

1. Economic and dynamic activity:  

Entrepreneurship is an economic activity because it involves the creation and 

operation of an enterprise with a view to creating value or wealth by ensuring 

optimum utilization of scarce resources. Since this value creation activity is 

performed continuously in the midst of uncertain business environment, therefore, 

entrepreneurship is regarded as a dynamic force. 

2. Related to innovation: 

Entrepreneurship involves a continuous search for new ideas. Entrepreneurship 

compels an individual to continuously evaluate the existing modes of business 

operations so that more efficient and effective systems can be evolved and adopted. In 

other words, entrepreneurship is a continuous effort for synergy (optimization of 

performance) in organizations. 

3. Profit  potential: 

ñProfit potential is the likely level of return or compensation to the entrepreneur for 

taking on the risk of developing an idea into an actual business venture.ò Without 

profit potential, the efforts of entrepreneurs would remain only an abstract and a 

theoretical leisure activity. 

4. Risk bearing: 

The essence of entrepreneurship is the ówillingness to assume riskô arising out of the 

creation and implementation of new ideas. New ideas are always tentative and their 

results may not be instantaneous and positive. 

An entrepreneur has to have patience to see his efforts bear fruit. In the intervening 

period (time gap between the conception and implementation of an idea and its 

results), an entrepreneur has to assume risk. If an entrepreneur does not have the 

willingness to assume risk, entrepreneurship would never succeed. 
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Entrepreneurial Process: 

Entrepreneurship is a process, a journey, not the destination; a means, not an end. All 

the successful entrepreneurs like Bill Gates (Microsoft), Warren Buffet (Hathaway), 

Gordon Moore (Intel) Steve Jobs (Apple Computers), Jack Welch (GE) GD Birla, 

Jamshedji Tata and others all went through this process. 

To establish and run an enterprise it is divided into three parts ï the entrepreneurial 

job, the promotion, and the operation. Entrepreneurial job is restricted to two steps, 

i.e., generation of an idea and preparation of feasibility report. In this article, we shall 

restrict ourselves to only these two aspects of entrepreneurial process. 

 

1. Idea Generation: 

To generate an idea, the entrepreneurial process has to pass through three stages: 

(a) Germination: This is like seeding process, not like planting seed. It is more 

like the natural seeding. Most creative ideas can be linked to an individualôs 

interest or curiosity about a specific problem or area of study. 

(b) Preparation: Once the seed of interest curiosity has taken the shape of a 

focused idea, creative people start a search for answers to the problems. 



 

Page | 10  

 

Inventors will go on for setting up laboratories; designers will think of 

engineering new product ideas and marketers will study consumer buying 

habits. 

(c) Incubation: This is a stage where the entrepreneurial process enters the 

subconscious intellectualization. The sub- conscious mind joins the unrelated 

ideas so as to find a resolution. 

2. Feasibility study: 

Feasibility study is done to see if the idea can be commercially viable. It passes 

through two steps: 

(a) Illumination: After the generation of idea, this is the stage when the idea is 

thought of as a realistic creation. The stage of idea blossoming is critical because 

ideas by themselves have no meaning. 

(b) Verification: This is the last thing to verify the idea as realistic and useful for 

application. Verification is concerned about practicality to implement an idea and 

explore its usefulness to the society and the entrepreneur. 

Importance of Entrepreneurship: 

1. Development of managerial capabilities: The biggest significance of 

entrepreneurship lies in the fact that it helps in identifying and developing 

managerial capabilities of entrepreneurs. An entrepreneur studies a problem, 

identifies its alternatives, compares the alternatives in terms of cost and benefits 

implications, and finally chooses the best alternative. 

This exercise helps in sharpening the decision making skills of an entrepreneur. 

Besides, these managerial capabilities are used by entrepreneurs in creating new 

technologies and products in place of older technologies and products resulting in 

higher performance. 

2. Creation of organizations: Entrepreneurship results into creation of organizations 

when entrepreneurs assemble and coordinate physical, human and financial 

resources and direct them towards achievement of objectives through managerial 

skills. 

 



 

Page | 11  

 

3. Improving standards of living: By creating productive organizations, 

entrepreneurship helps in making a wide variety of goods and services available to 

the society which results into higher standards of living for the people. 

Possession of luxury cars, computers, mobile phones, rapid growth of shopping 

malls, etc. are pointers to the rising living standards of people, and all this is due 

to the efforts of entrepreneurs. 

4. Means of economic development: Entrepreneurship involves creation and use of 

innovative ideas, maximization of output from given resources, development of 

managerial skills, etc., and all these factors are so essential for the economic 

development of a country. 

Factors affecting Entrepreneurship: 

Entrepreneurship is a complex phenomenon influenced by the interplay of a wide 

variety of factors. 

Some of the important factors are listed below: 

1. Personality Factors: 

Personal factors, becoming core competencies of entrepreneurs, include: 

(a) Initiative (does things before being asked for) 

(b) Proactive (identification and utilization of opportunities) 

(c) Perseverance (working against all odds to overcome obstacles and never  

complacent with success) 

(d) Problem-solver (conceives new ideas and achieves innovative solutions) 

(e) Persuasion (to customers and financiers for patronization of his business 

and  develops & maintains relationships) 

(f) Self-confidence (takes and sticks to his decisions) 

(g) Self-critical (learning from his mistakes and experiences of others) 

(h) A Planner (collects information, prepares a plan, and monitors 

performance) 

(i) Risk-taker (the basic quality). 
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2.  Environmental factors: 

These factors relate to the conditions in which an entrepreneur has to work. 

Environmental factors such as political climate, legal system, economic and social 

conditions, market situations, etc. contribute significantly towards the growth of 

entrepreneurship. For example, political stability in a country is absolutely essential 

for smooth economic activity. 

Frequent political protests, bandhs, strikes, etc. hinder economic activity and 

entrepreneurship. Unfair trade practices, irrational monetary and fiscal policies, etc. 

are a roadblock to the growth of entrepreneurship. Higher income levels of people, 

desire for new products and sophisticated technology, need for faster means of 

transport and communication, etc. are the factors that stimulate entrepreneurship. 

Thus, it is a combination of both personal and environmental factors that influence 

entrepreneurship and brings in desired results for the individual, the organization and 

the society. 

Types of Entrepreneurs: 

Depending upon the level of willingness to create innovative ideas, there can be the 

following types of entrepreneurs: 

1. Innovative entrepreneurs: 

These entrepreneurs have the ability to think newer, better and more economical 

ideas of business organization and management. They are the business leaders and 

contributors to the economic development of a country. 

Inventions like the introduction of a small car óNanoô by Ratan Tata, organized 

retailing by Kishore Biyani, making mobile phones available to the common may 

by Anil Ambani are the works of innovative entrepreneurs. 

2. Imitating  entrepreneurs: 

These entrepreneurs are people who follow the path shown by innovative 

entrepreneurs. They imitate innovative entrepreneurs because the environment in 

which they operate is such that it does not permit them to have creative and 

innovative ideas on their own. 
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Such entrepreneurs are found in countries and situations marked with weak 

industrial and institutional base which creates difficulties in initiating innovative 

ideas. 

In our country also, a large number of such entrepreneurs are found in every field of 

business activity and they fulfill their need for achievement by imitating the ideas 

introduced by innovative entrepreneurs. 

Development of small shopping complexes is the work of imitating entrepreneurs. 

All the small car manufacturers now are the imitating entrepreneurs. 

3. Fabian entrepreneurs: 

The dictionary meaning of the term óFabianô is óa person seeking victory by delay 

rather than by a decisive battleô. Fabian entrepreneurs are those individuals who do 

not show initiative in visualizing and implementing new ideas and innovations wait 

for some development which would motivate them to initiate unless there is an 

imminent threat to their very existence. 

4. Drone entrepreneurs: 

The dictionary meaning of the term ódroneô is óa person who lives on the labor of 

othersô. Drone entrepreneurs are those individuals who are satisfied with the 

existing mode and speed of business activity and show no inclination in gaining 

market leadership. In other words, drone entrepreneurs are die-hard conservatives 

and even ready to suffer the loss of business. 

5. Social Entrepreneur:  

Social entrepreneurs drive social innovation and transformation in various fields 

including education, health, human rights, workersô rights, environment and 

enterprise development. 

They undertake poverty alleviation objectives with the zeal of an entrepreneur, 

business practices and dare to overcome traditional practices and to innovate. Dr 

Mohammed Yunus of Bangladesh who started Gramin Bank is a case of social 

entrepreneur. 
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Functions of an Entrepreneur: 

The important functions performed by an entrepreneur are listed below: 

1. Innovation: An entrepreneur is basically an innovator who tries to develop new 

technology, products, markets, etc. Innovation may involve doing new things or 

doing existing things differently. An entrepreneur uses his creative faculties to do 

new things and exploit opportunities in the market. He does not believe in status 

quo and is always in search of change. 

2. Assumption of Risk: An entrepreneur, by definition, is risk taker and not risk 

shirker. He is always prepared for assuming losses that may arise on account of new 

ideas and projects undertaken by him. This willingness to take risks allows an 

entrepreneur to take initiatives in doing new things and marching ahead in his 

efforts. 

3. Research: An entrepreneur is a practical dreamer and does a lot of ground-work 

before taking a leap in his ventures. In other words, an entrepreneur finalizes an 

idea only after considering a variety of options, analyzing their strengths and 

weaknesses by applying analytical techniques, testing their applicability, 

supplementing them with empirical findings, and then choosing the best alternative. 

It is then that he applies his ideas in practice. The selection of an idea, thus, 

involves the application of research methodology by an entrepreneur. 

4. Development of Management Skills: The work of an entrepreneur involves the use 

of managerial skills which he develops while planning, organizing, staffing, 

directing, controlling and coordinating the activities of business. His managerial 

skills get further strengthened when he engages himself in establishing equilibrium 

between his organization and its environment. 

However, when the size of business grows considerably, an entrepreneur can 

employ professional managers for the effective management of business operations. 

5. Overcoming Resistance to Change: New innovations are generally opposed by 

people because it makes them change their existing behavior patterns. An 

entrepreneur always first tries new ideas at his level. 
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It is only after the successful implementation of these ideas that an entrepreneur 

makes these ideas available to others for their benefit. In this manner, an 

entrepreneur paves the way for the acceptance of his ideas by others. This is a 

reflection of his will power, enthusiasm and energy which helps him in overcoming 

the societyôs resistance to change. 

6. Catalyst of Economic Development: An entrepreneur plays an important role in 

accelerating the pace of economic development of a country by discovering new 

uses of available resources and maximizing their utilization. 

To better appreciate the concept of an entrepreneur, it is desirable to distinguish 

him from an entrepreneur and promoter. 

Some Myths about Entrepreneurship: 

Over the years, a few myths about entrepreneurship have developed. These are as 

under: 

(i) Entrepreneurs, like leaders, are born, not made: 

The fact does not hold true for the simple reason that entrepreneurship is a 

discipline comprising of models, processes and case studies. 

One can learn about entrepreneurship by studying the discipline. 

(ii)  Entrepreneurs are academic and socially misfits: 

Dhirubai Ambani had no formal education. Bill Gates has been a School drop-out. 

Therefore, this description does not apply to everyone. Education makes an 

entrepreneur a true entrepreneur. Mr. Anand Mahindra, Mr. Kumar Mangalam 

Birla, for example, is educated entrepreneurs and that is why they are heroes. 

(iii)  To be an entrepreneur, one needs money only: 

Finance is the life-blood of an enterprise to survive and grow. But for a good idea 

whose time has come, money is not a problem. 

(iv) To be an entrepreneur, a great idea is the only ingredient: 

A good or great idea shall remain an idea unless there is proper combination of all 

the resources including management. 
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(v) One wants to be an entrepreneur as having no boss is great fun:  

It is not only the boss who is demanding; even an entrepreneur faces demanding 

vendors, investors, bankers and above all customers. 

An entrepreneurôs life will be much simpler, since he works for himself. The truth 

is working for others are simpler than working for one. One thinks 24 hours a day 

to make his venture successful and thus, there would be a punishing schedule. 

NATURE AND DEVELOPMENT OF ENTREPRENEURSHIP  

The term entrepreneur comes from the French and translates "between-taker" or "go-

between." 

Earliest Period 

In this period the money person (forerunner of the capitalist) entered into a contract 

with the go-between to sell his goods. While the capitalist was a passive risk bearer, 

the merchant bore all the physical and emotional risks. 

Middle Ages 

In this age the term entrepreneur was used to describe both an actor and a person 

who managed large production projects. In such large production projects, this person 

did not take any risks, managing the project with the resources provided. A typical 

entrepreneur was the cleric who managed architectural projects. 

17th Century 

In the 17th century the entrepreneur was a person who entered into a contract with the 

government to perform a service 

Richard Cantillon, a noted economist of the 1700s, developed theories of the 

entrepreneur and is regarded as the founder of the term. He viewed the entrepreneur 

as a risk taker who "buy[s] at certain price and sell[s] at an uncertain price, therefore 

operating at a risk." 

18th Century 

In the 18th century the person with capital was differentiated from the one who 

needed capital. In other words, entrepreneur was distinguished from the capital 

provider. 
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Many of the inventions developed during this time as was the case with the inventions 

of Eli Whitney and Thomas Edison were unable to finance invention themselves. 

Both were capital users (entrepreneurs), not capital providers (venture capitalists.) 

Whitney used expropriated crown property. Edison raised capital from private 

sources. 

A venture capitalist is a professional money manager who makes risk investments 

from a pool of equity capital to obtain a high rate of return on investments 

Entrepreneurship 

19th and 20th Centuries 

In the late 19th and early 20th centuries, entrepreneurs were viewed mostly from an 

economic perspective. The entrepreneur "contributes his own initiative, skill and 

ingenuity in planning, organizing and administering the enterprise, assuming the 

chance of loss and gain." 

Andrew Carnegie is one of the best examples of this definition, building the American 

steel industry one of the wonders of industrial world, primarily through his 

competitiveness rather than creativity. 

In the middle of the 20th century, the notion of an entrepreneur as an innovator was 

established. Innovation, the act of introducing something new, is one of the most 

difficult tasks for the entrepreneur. Edward Harriman and John Pierpont Morgan are 

examples of this type of entrepreneur. Edward reorganized the Ontario and southern 

railroad through the northern pacific trust and john developed his large banking house 

by reorganizing and financing the nation's industries. 

This ability to innovate is an instinct that distinguishes human beings from other 

creatures and can be observed throughout history. 
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Chapter - 3 

DEFINITION OF ENTREPRENEUR  

The concept of entrepreneurship from a personal perspective has been explored in this 

century. This exploration is reflected in the following three definitions of an 

entrepreneur: 

In almost all definitions of entrepreneurship, there is agreement that we are talking 

about a kind of behavior that includes: 

1. Initiative taking. 

2. The organizing and reorganizing or social/economic mechanisms to turn resources 

and situations to practical account. 

3. The acceptance of risk or failure. 

To an economist, an entrepreneur 

Are one who brings resources, labor, materials, and other assets into combinations 

that make their value greater than before, and one who introduces changes, 

innovations, and a new order? 

To a psychologist, such a person is typically driven by certain forces- the need to 

obtain something, to experiment, to accomplish or perhaps to escape the authority of 

others. 

Entrepreneurship is the dynamic process of creating incremental wealth. Our 

definition of entrepreneurship 

Involves four  aspects: 

1. Entrepreneurship involves the creation process. 

2. It requires the devotion of the necessary time and effort. 

3. It involves assuming the necessary risks. 

4. The rewards of being an entrepreneur are independence, personal satisfaction, 

and monetary reward. 

For the person who actually starts his or her own business there is a high failure rate 

due to poor sales, intense competition, lack of capital or lack of managerial ability. 
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THE ENTREPRENEURIAL DECISION PROCESS  

(Deciding to become an entrepreneur by leaving present activity) 

Many individuals have difficulty bringing their ideas to the market and creating new 

venture. Yet entrepreneurship and the actual entrepreneurial decisions have resulted in 

several million new businesses being started throughout the world.  

Indeed, millions of ventures are formed despite recession, inflation, high interest 

rates, and lack of infrastructure, economic uncertainty and the high probability of 

failure 

The entrepreneurial decision process entails a movement from something to 

something-- a movement from a present life style to forming a new enterprise. 

To leave a present live-style to create something new comes from a negative force--

disruption. Many Companies are formed by people who have retired, moved, or been 

fired. Another cause of disruption is completing an educational degree. 

The decision to start a new company occurs when an individual perceives that 

forming a new enterprise is both desirable and possible 

Role of Entrepreneurship in Economic Development! 

The word development is used in so many ways that its precise connotation is often 

baffling. Nevertheless, economic development essentially means a process of upward 

change whereby the real per capita income of a country increases over a long period 

of time. Then, a simple but meaningful question arises: what causes economic 

development? 

This question has absorbed the attention of scholars of socio-economic change for 

decades. In this section, we shall attempt to shed light on an important aspect of that 

larger question, i.e. the phenomenon of entrepreneurship. 

The one major issue we shall address here is: what is the significance of 

entrepreneurship for economic development? Does it add an important independent 

influence to that of other factors widely agreed to promote economic development of 

a country like India? 
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Adam Smith, the foremost classical economist, assigned no significance to 

entrepreneurial role in economic development in his monumental workô An Enquiry 

into the Nature and Causes of the Wealth of Nationsô published in 1776. Smith 

extolled the rate of capital formation as an important determinant of economic 

development. 

The problem of economic development was ergo largely the ability of the people to 

save more and invest more in any country. According to him, ability to save is 

governed by improvement in productivity to the increase in the dexterity of every 

worker due to division of labour. Smith regarded every person as the best judge of his 

own interest who should be left to pursue his own advantage. According to him, each 

individual is led by an óinvisible handô in pursuing his/her interest. He always 

advocated the policy of laissez-faire in economic affairs. 

In his theory of economic development, David Ricardo identified only three factors of 

production, namely, machinery, capital and labour, among whom the entire produce is 

distributed as rent, profit and wages respectively. Ricardo appreciated the virtues of 

profit in capital accumulation. According to him, profit leads to saving of wealth 

which ultimately goes to capital formation. 

Thus, in both the classical theories of economic development, there is no room for 

entrepreneurship. And, economic development seems to be automatic and self-

regulated. Thus, the attitude of classical economists was very cold towards the role of 

entrepreneurship in economic development. They took the attitude: ñthe firm is 

shadowy entity and entrepreneur even shadowed or at least is shady when he is not 

shadowy.ò The economic history of the presently developed countries, for example, 

America, Russia and Japan tends to support the fact that the economy is an effect for 

which entrepreneurship is the cause. 

The crucial role played by the entrepreneurs in the development of the Western 

countries has made the people of underdeveloped countries too much conscious of the 

significance of entrepreneurship for Economic development. Now, people have begun 

to realize that for achieving the goal of economic development, it is necessary to 

increase entrepreneurship both qualitatively and quantitatively in the country. It is 

only active and enthusiastic entrepreneurs who fully explore the potentialities of the 

countryôs available resources ï labour, technology and capital. 
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Schumpeter (1934) visualized the entrepreneur as the key figure in economic 

development because of his role in introducing innovations. Parson and Smelter 

(1956) described entrepreneurship as one of the two necessary conditions for 

economic development, the other being the increased output of capital. 

Harrison (1965) includes entrepreneurs among the prime movers of innovations, and 

Sayigh (1962) simply describes entrepreneurship as a necessary dynamic force. It is 

also opined that development does not occur spontaneously as a natural consequence 

when economic conditions are in some sense órightô: a catalyst or agent is always 

needed, and this requires an entrepreneurial ability. 

It is this ability that he perceives opportunities which either others do not see or care 

about. Essentially, the entrepreneur searches for change, sees need and then brings 

together the manpower, material and capital required to respond the opportunity what 

he sees. 

Akio Morita, the President of Sony who adopted the companyôs products to create 

Walkman Personal Stereo and Indiaôs Gulshan Kumar of T-Series who skimmed the 

audio-cassette starved vast Indian market are the clearest examples of such able 

entrepreneurs. 

The role of entrepreneurship in economic development varies from economy to 

economy depending upon its material resources, industrial climate and the 

responsiveness of the political system to the entrepreneurial function. The 

entrepreneurs contribute more in favorable opportunity conditions than in the 

economies with relatively less favorable opportunity conditions. 

Viewed from the opportunity conditions point of view, the underdeveloped regions, 

due to the paucity of funds, lack of skilled labour and non-existence of minimum 

social and economic overheads, are less conducive to the emergence particularly of 

innovative entrepreneurs. 

In such regions, entrepreneurship does not emerge out of industrial background with 

well developed institutions to support and encourage it. Therefore, entrepreneurs in 

such regions may not be an ñinnovatorò but an ñimitatorò who would copy the 

innovations introduced by the ñinnovativeò entrepreneurs of the developed regions. 
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In these areas, according to McClellandôs (1961) concept of personality aspect of 

entrepreneurship, some people with high achievement motivation come forward to 

behave in an entrepreneurial way to change the stationary inertia, as they would not be 

satisfied with the present status that they have in the society. 

Under the conditions of paucity of funds and the problem of imperfect market in 

underdeveloped regions, the entrepreneurs are bound to launch their enterprises on a 

small-scale. As imitation requires lesser funds than innovation, it is realized that such 

regions should have more imitative entrepreneurs. 

And, it is also felt that imitation of innovations introduced in developed regions on a 

massive scale can bring about rapid economic development in underdeveloped 

regions also. But, it does not mean that such imitation requires in any way lesser 

ability on the part of entrepreneurs. 

ñIt involves often what has aptly been called ósubjective innovationô, that is, the 

ability to do things which have not been done before by the particular industrialists, 

even though unknown to him, the problem may have been solved in the same way by 

the others.ò These imitative entrepreneurs constitute the main spring of development 

of underdeveloped regions. 

Further, India which itself is an underdeveloped country aims at decentralized 

industrial structure to militate the regional imbalances in levels of economic 

development, small-scale entrepreneurship in such industrial structure plays an 

important role to achieve balanced regional development. 

It is unequivocally believed that small-scale industries provide immediate large- scale 

employment, ensure a more equitable distribution of national income and also 

facilitate an effective resource mobilization of capital and skill which might otherwise 

remain unutilized. 

Lastly, the establishment of Entrepreneurship Development Institutes and alike by the 

Indian Government during the last decades is a good testimony to her strong 

realization about the premium mobile role of entrepreneurship plays in economic 

development of the country. 
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The important role that entrepreneurship plays in the economic development of 

an economy can now be put in a more systematic and orderly manner as follows: 

1. Entrepreneurship promotes capital formation by mobilizing the idle saving of the 

public. 

2. It provides immediate large-scale employment. Thus, it helps reduce the 

unemployment problem in the country, i.e., the root of all socio-economic 

problems. 

3. It promotes balanced regional development. 

4. It helps reduce the concentration of economic power. 

5. It stimulates the equitable redistribution of wealth, income and even political 

power in the interest of the country. 

6. It encourages effective resource mobilization of capital and skill which might 

otherwise remain unutilized and idle. 

7. It also induces backward and forward linkages which stimulate the process of 

economic development in the country. 

8. Last but no means the least; it also promotes countryôs export trade i.e., an 

important ingredient to economic development. 

Thus, it is clear that entrepreneurship serves as a catalyst of economic 

development. On the whole, the role of entrepreneurship in economic 

development of a country can best be put as ñan economy is the effect for which 

entrepreneurship is the causeò 
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Chapter-4 

ENTREPRENEURSHIP THEORIES 

Entrepreneurship has increasingly become popular as the recession keeps on getting 

worse and worse. Those who have already decided to become entrepreneurs have 

discovered that there is more to the activity than what is generally assumed. Hence 

need to know clearly the theories of entrepreneurship. 

Entrepreneurship ï Introduction  

For one to become a successful businessman there is need for that person to know all 

about the theories of entrepreneurship. However, entrepreneurship (though famous) is 

not a fully known field to many people. 

Hence its theories are very abstract and boring for most people. Therefore, the main 

purpose of this article is to explain these theories in full depth so that people can 

really appreciate the whole process of entrepreneurship. 

The Neo-Classic Theory of Entrepreneurship 

This is one of the famous theories of entrepreneurship up to date. Advanced by 

Marshal in 1948, the theory stipulates that there is no exploitation on the business 

platform. 

The theory is of the view that everyone who is a conducting a particular business gets 

a particular profit margin which is line with his or her levels of labor. 

Hence this means that entrepreneurs who work very hard at their various businesses 

will get more profits than those who donôt. The theory also views the level of 

knowledge of an entrepreneur as an important factor in whether or not that person will 

make a lot of profits. 

This means that if one entrepreneur has more knowledge in the type of business that 

he or she is doing than another entrepreneur, then that particular entrepreneur will be 

more successful. This is one of the theories of entrepreneurship that many people 

follow. 

 

http://www.alloutdigital.com/2012/09/what-entrepreneurial-skills-should-i-know/
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Innovative Theory of Entrepreneurship 

The innovative theory is one of the most famous theories of entrepreneurship used all 

around the world. The theory was advanced by one famous scholar, Schumpeter, in 

1991. Schumpeter analyzed the theory proposed by Marshall, and he concluded that 

the theory was wrong. 

Schumpeter believes that creativity or innovation is the key factor in any 

entrepreneurôs field of specialization. He argued that knowledge can only go a long 

way in helping an entrepreneur to become successful. 

However, Schumpeter viewed innovation along with knowledge as the main catalysts 

of successful entrepreneurship. He believed that creativity was necessary if an 

entrepreneur was to accumulate a lot of profits in a heavily competitive market. 

Many business people support this theory, and hence its popularity over other theories 

of entrepreneurship. 

Alert Theory of Entrepreneurship 

This is probably the most controversial of all the theories of entrepreneurship. The 

theory was first founded by Kroner (in 1997) who wanted to bring together the other 

theories of entrepreneurship advanced by Marshall and Schumpeter. 

But he realized that the market itself played the most important role in whether an 

entrepreneur would be successful or not. 

Hence he came up with his own view of entrepreneurship which he called óalertô. The 

theory states that understanding the market is the key to being a successful 

entrepreneur. 

Theory of entrepreneurship helps us to comprehend phenomena better. Understanding 

theory one can apply the same in practice more effectively. Various theories of 

entrepreneurship have been propounded by thinkers. They can be classified in three 

categories: 

¶ Sociological  

¶ Economic 

¶ Cultural 
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Sociological theories of entrepreneurship 

Max Weberôs theory: Salient features of his theory are: Spirit of Capitalism is 

highlighted. 

Adventurous spirit facilitates taking risk. 

Protestant ethic embodying rebellion is conducive. Inducement of profit is the 

criterion. 

E.E. Hagenôs theory 

Reveals general model of the social- inter relationship among physical environment, 

social structure, personality and culture. 

Thinks economic theories are inadequate. 

Political & social change ï catalyst for entrepreneurs. 

Rejects followerôs syndrome imitating western technology. Technology is an integral 

part of socio- cultural complex. 

Historic shift as a factor initiates change. 

Economic theories of entrepreneurship 

Schumpeterôs theory of innovation: Development implies carrying one of new 

combinations of entrepreneurship. óEntrepreneurô is an innovatorï who carries new 

combination of: 

New goods / services. 

New method of production.  

New market. 

New source of supply of raw materials.  

New organization. 

Harvard Business School considers entrepreneurship as the outcome of the 

combination of internal and external forces. 

Internal forcesï Individualôs traits and qualities viz:  

¶ Intelligence 

¶ Skill. Knowledge  

¶ Intuition 

¶ Exposure & experience 



 

Page | 27  

 

External forcesï Surroundingôs conditions viz: Economic, Political, Social & 

cultural. 

Legal frame-work: Stable Govt. External security, law & order and legal process are 

the influencing factors. Cultural theories of entrepreneurship 

Hoselitzs theory: He explains that the supply of Entrepreneurship is governed by 

cultural factors & culturally minority groups are the spark ï plugs of entrepreneurial 

economic development. 

Marginal men - Reservoir of entrepreneurial development. Ambiguous positions 

from a cultural or social statement make them creative. 

Emphasis on skills - Who possess extra-ordinary skills. Function of managerial 

additional personal traits & leadership skills. Additional personal traits. Exploration of 

profit ability to lend. 

Contribution of social classes- Socio-economic economic background of specific 

classes makes them entrepreneurs. Family patterns in France, Protestants in UK/USA 

& Parsees in India. 

Peter F Drucker on entrepreneurship: ñAn entrepreneur is one who always 

searches for change, rapidness to it and exploits it as an opportunity.ò He emphasizes 

on: 

Innovation. 

Resource: A thing is regarded as resource when its economic value is recognized. 

Example- Fixed salary can also be an opportunity. Thus installment purchase was 

introduced. 

ECO model 

¶ Entrepreneurship  

¶ Creativity 

¶ Organization 
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Socio-Economic Benefits from Entrepreneurship 

The following are the benefits we get from entrepreneurship: 

1. Entrepreneurship creates employment. 

The existence of business activities influences employment. Business establishments 

need people to work for them. 

2. Entrepreneurship improves the quality of life. 

People need to work in order to survive, attend to their needs, and satisfy their wants. 

3. Entrepreneurship contributes to a more equitable distribution of income. 

With more entrepreneurial activities provided to the people in the country sides, 

natives have more work opportunities thus, discouraging them from resettling in other 

places. 

4. Entrepreneurship utilizes resources. 

We may use our own natural resources, and process and convert them to more useful 

things. 

5. Entrepreneurship brings social benefits through the government. 

The resources collected by the government are given back to the people in the form of 

services, infrastructure projects, school buildings, and maintenance of peace and 

order. 

INDIAN ENTREPRENEUR  

Today, many more Indian entrepreneurs are emerging in the business world. 

Astonishingly enough, they are quite different from when they first appeared over 

twenty years ago. In the 1980s, the Indian economy was greatly bogged down by an 

atrocious socialistic ideology, whereby a rigid license raj and corrupt bureaucratic 

control was how businesses were conducted. 

It began when Jawaharlal Nehru, India's first Prime Minister, wanted to tailor the 

Indian economy after the Soviet Union's socialistic economic structure. In his mind, 

he strongly believed that the state should control every aspect of the Indian economy, 

and thus, a planned economic growth could be achieved. His idea revolved around 

http://go4funding.com/Articles/Entrepreneur/New-Business-Funding.aspx
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issuing licenses to a worthy few who were selected based on their credentials and the 

existing market economies of operation. Although Nehru had good intentions, the 

way he executed his plan proved to be counterproductive. 

Nehru strongly believed that entrepreneurs should focus their efforts on nation 

building rather than selling products or competing with each other, because he felt 

that it did not directly contribute to this cause. To ensure that the concept of nation 

building was properly enforced by all business owners, Nehru made sure that every 

entrepreneur received a "certified nation building" license from the relevant license 

officer. He also put forth a rule stating that only two to three companies could be 

granted a license within the same industry, greatly limiting the possibility of 

establishing competition. 

In addition, Nehru wanted industries to be located all over India, rather than be 

positioned at select industrial hubs; a strategy which he theorized would ensure a 

balanced industrial growth. Therefore, he passed laws requiring entrepreneurs to 

obtain a location permit (license) prior to the start of their company. In order to avoid 

capitalistic monopolies, Nehru stated that companies should obtain licenses to expand 

their production capacity. To prevent money laundering within companies, another 

major issue, Nehru made it mandatory for the excise and licensing officials to visit 

and audit every company each year in order to ensure quality assurance. All of these 

strict regulations had their problems as well. Not only did every entrepreneur need to 

obtain multiple licenses but the government officers who were in charge of overseeing 

all licensing aspects were underpaid and eventually resorted to bribery and corruption.  

This led to entrepreneurs paying bribes in order to acquire the necessary licenses. 

ENTREPRENEUR FLOCKED  

Situations got so precarious that even business owners had to obtain a government 

license just to meet with foreign business delegates in other countries. During those 

times, entrepreneurs flocked around ideas that mostly involved cornering 

manufacturing or importing licenses. This sort of business environment offered 

absolutely no incentive to invest time in technical innovation to reduce manufacturing 

costs or even offer better quality products and services since one could get far higher 

results by influencing the customs or excise officer to classify a product under a 

category that attracted a lower rate of duty. 

http://go4funding.com/Articles/Entrepreneur/New-Business-Funding.aspx
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YOUNG ENTREPRENEUR 

During this license raj, most highly qualified young Indian graduates had no family 

connections nor were interested in influencing excise officers. Therefore, many of 

them immigrated to the United States to avoid such red tape and to gain economic 

freedom. Realizing that the existing economy was in dire crisis, Indian business 

practices began changing for the better in 1991 after extensive economic reforms. By 

ridding the old socialistic license raj system, Indian entrepreneurs no longer needed to 

worry about excise Officers in order to achieve their business goals. This encouraged 

them to start focusing on expanding their markets and acquiring more customers 

Rapid economic growth has resulted since the removal of the license raj. For instance, 

the Indian economy has sustained an average growth rate of over 6% annually, with 

the gross domestic product or GDP being around 9.2 % between 2006 and 2007. In 

the past decade, India's GDP has also arisen from 21 

% to 33 % and India's foreign exchange reserves has reached over $200 billion. 

Domestic markets have also grown substantially to support innovation. Worldwide, 

India's vast economic success is recognized by many national and international 

corporations who have not only taken advantage of its pool of high- quality scientific 

talent but have also established many research and development facilities (R&D) 

throughout India. 

Today's promising market conditions have been very encouraging to many young 

engineering graduates who strongly believe that they have the technical knowledge 

and skills to attract new customers.  These young Indian entrepreneurs are not the 

typical and conventional business entrepreneur. They are the children of many 

business professionals. As elite graduates of IITs, National Institutes of Technology, 

Indian Institute of Science, and the IIMs, this new young breed of worthy 

entrepreneurs have targeted their efforts on innovative ways to technologically 

address the genuine needs of millions of people. 

In the past few years, entrepreneurship in India has slowly taken off. Indian engineers 

who migrated to the United States in the eighties have found the U.S. to be a haven 

for entrepreneurial pursuits and have become highly successful in their respective 

fields. They initially started high technology product companies in Silicon Valley that 

primarily focused on solving critical market problems. Most of these Indian 

http://go4funding.com/Articles/Entrepreneur/New-Business-Funding.aspx
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entrepreneurs, after making fortunes by excelling in their respective market segments, 

started helping entrepreneurs in India with startup companies. 

The rapid success of Indian American entrepreneurs has led to vast angel investments 

in India.  Organizing themselves into angel confederacies after the Band of Angels in 

the Silicon Valley, each member diligently researches and pools their own capital for 

each prospective investment. Being known for founding and establishing well-known 

companies such as Symantec, Logitech, National Semiconductor, Sun Microsystems, 

Hewlett Packard, and Intuit, etc., these angel investors like to invest their time and 

money into new, cutting edge, start-up companies. This trend has boasted the pace at 

which new startups are being established in India. 

India offers a unique incubation environment for most entrepreneurs, greatly 

distinguishing it from other western democracies. A country where almost 50% of the 

Indian population is below 35 years old, it is apparent that India has a large working 

class. Ineffective political regimes have been enforcing their outdated ideologies on 

this dynamic young population. In addition, these young Indians have become 

acclimated to non security related civic amenities such as laying roads, clean drinking 

water, and appropriate health services from the government. Most of the civic 

amenities are in shambles. In fact, situations in India have become so slow that the 

Indian government needs 6 months to execute the very same civic infrastructure 

project that the Chinese government executes within a couple of days. 

Because of such ineffective government implementation, the entire society of India 

has become chaotic. For example, traffic conditions in India are considered to be 

horrendous. Since there are no existing highways and a basic auto infrastructure, it 

takes the average commuter about an hour to travel Approximately 10 miles. In 

addition, shipping in Indian ports is in shambles. Atypical entrepreneur has to wait in 

a queue at the sea port to get his/her products exported to a foreign country. Although 

this may sound quite daunting, it is this very chaotic environment that train Indians 

how to make sure that things get done in time irrespective of the hurdles. 

Although the roads are terrible and the ports have waitlists, most Indian businesses try 

out creative strategies to make sure their services or products reach overseas 

customers on time. It is this struggle to stick to the promised schedule that really 

differentiates an Indian entrepreneur from his/her western counterparts. Indians grow 
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up in a chaotic environment and learn how to manage their lives in such bleak 

environments. Indian entrepreneurs are groomed to get things done, no matter what 

the odds are. 

The Driving Forces for women entrepreneurs 

¶ Economic independence  

¶ Establishing their own creativity  

¶ Establishing their own identity  

¶ Achievement of excellence  

¶ Developing risk-taking ability  

¶ Equal status in society  

¶ Greater freedom and mobility  

¶ Additional income tithe family 

Some Common Features of women entrepreneurs 

1 Women with small families are more likely to become entrepreneurs  

2 A majority of women entrepreneurs are married 

3 Unmarried women face difficulties in getting financial support to launch their 

enterprises  

4 Many women entrepreneurs belong to low income group 

5 A large number of women with little or no education enter into business without 

undergoing any training 

6 Many women become entrepreneurs out of economic necessity 

7 Womenôs hard work is generally responsible for the launch and sustainability of 

the business 

8 Support system do not effectively handle their important need for vision  

9 Gender discrimination is encountered at every stage of business development  

10 Women entrepreneurs are security oriented rather than growth oriented  

11 Women prefer diversification to specialization 

12 Women prefer stabilization of income and minimization of risk over 

maximization of income 

13 though the trend is changing, it is not uncommon to find enterprises owned by 

women but run by men. 
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Women Entrepreneurship in India 

It is estimated that women entrepreneurs presently comprise about 10% of the total 

number of entrepreneurs in India, with the percentage growing every year. If the 

prevailing trends continue, it is likely that in another five years women will comprise 

20 % of the entrepreneurial force. Even though women own around 10% of the total 

enterprises in the small sector, the gross output of these units is just 3.5% of the total 

output of the SSI sector. In contrast, in developed countries such as United States, 

women own nearly 91 lakh small businesses and the number of women-owned start-

ups is going at nearly twice the rate of their male counterparts. Most of the women- 

owned enterprises in India are found to be concentrated in few states of Kerala, Tamil 

Naidu, Karnataka, West Bengal and Uttar Pradesh. As high as 13% of the total 

women owned enterprises are concentrated in the state of Kerala. The state of Kerala 

where literacy among women is the highest in India provides a good example of 

women entrepreneurship. As on March 31, 2004, there were 1782 women-run 

industrial units in Kerala. Of these 1592 were proprietary concerns, 42 charitable 

institutions, 43 partnership concerns, 3 joint stock companies and 102 cooperatives 

societies. 
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Chapter ï 5 

TYPES OF BUSINESS ENTERPRISES 

Following are the advantages of Joint Stock Company: 

1. Limited Liability:  Liability of members of Joint Stock Company is limited to the 

extent of shares held by them. Hence shareholders assets will not be on stake. This 

feature attracts large number of investors to invest in the company. 

2. Perpetual Existence: A company is an artificial legal person created by law which 

has its own independent legal status. Its existence is not affected by the death or 

insolvency of its members. 

3. Large Scale Operation: The capacity of the corporate organizations to raise the 

funds is comparatively high which provide capital for large scale operations. 

Hence opens the scope for expansion. 

4. Transferability of Shares: In a joint stock company it is easy to transfer shares to 

anyone. But the same is not permitted to private limited company. 

5. Raising of Funds: It is easy to raise a large amount of funds as the number of 

persons contributing to the capital are more. 

6. Social Benefit: It offers employment to a large number of people. It facilitates 

promotion of various ancillary industries. It also donates money for education, 

community service. 

7. Research and Development: It invests a lot of money on research and development 

for improved production process, improving quality of product, designing and 

innovating new products etc. 

Disadvantages of Joint Stock Company: 

1. Formation is not easy: To act as a legal entity a company has to fulfill various 

legal and procedural formalities making it a complicated process. 

2. Double Taxation: This is the biggest disadvantage which the company faces. 

Firstly, company needs to pay tax for the earned profits and again the 

shareholders are taxed for the earned income. 
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3. Control by Board of Directors: After electing directors of the company which 

manage the business for the company the shareholders become ignorant of their 

responsibilities. This may be due to lack of interest and lack of proper and timely 

information. 

4. Excessive Government Control: A company has to comply with provisions of 

several acts, non- compliance of which can cause a company heavy penalty. This 

affects the smooth functioning of a Company. 

5. Delay in Policy Decisions: All the legal and procedural formalities which are 

required to fulfill before making policies of the company delay the policy 

decisions. 

6. Speculation and Manipulation: As the shares of a joint stock company are easily 

transferable thus the shares are purchased and sold in the stock exchanges on the 

value or price of a share based on the expected dividend and the reputation of the 

company 

 

JOINT STOCK COMPANY  

What is a joint stock company? What are their characteristic features? 

A Joint Stock Company is a voluntary association of persons to carry on the business. 

It is an association of persons who contribute money which is called capital for some 

common purpose. These persons are members of the company. The proportion of 

capital to which each member is entitled is his share and every member holding such 

share is called shareholders and the capital of the company is known as share capital. 

The Companies Act 1956 defines a joint stock company as an artificial person created 

by law, having separate legal entity from its owner with perpetual succession and a 

common seal. Shareholders of Joint Stock Company have limited liability i.e. liability 

limited by guarantee or shares. Shares of such company are easily transferable. From 

the above definition the following characteristics of a Joint Stock Company can be 

easily identified: 
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1.  Artificial Person: A Joint Stock Company is an artificial person as it does not 

possess any physical attributes of a natural person and it is created by law. Thus 

it has a legal entity separate from its members.  

2.  Separate legal Entity: Being an artificial person a company has its own legal 

entity separate from its members. It can own assets or property enters into 

contracts, sue or can be sued by anyone in the court of law. Its shareholders 

cannot be held liable for any conduct of the company. 

3. Perpetual Existence: A company once formed continues to exist as long as it is 

fulfilling all the conditions prescribed by the law. Its existence is not affected by 

the death, insolvency or retirement of its members. 

4. Limited liability of shareholders: Shareholders of a joint stock company are only 

liable to the extent of shares they hold in a company not more than that. Their 

liability is limited by guarantee or shares held by them. 

5. Common Seal: Being an artificial person a joint stock company cannot sign any 

documents thus this common seal is the companyôs representative while dealing 

with the outsiders. Any document having common seal and the signature of the 

officer is binding on the company. 

6. Transferability of Shares: Members of a joint stock company are free to transfer 

their shares to anyone. 

7. Capital: A joint stock company can raise large amount of capital by issuing its 

shares. 

8. Management: A joint stock company has a democratic management which is 

managed by the elected representatives of shareholders, known as directors of the 

company. 

9. Membership: To form a private limited company minimum number of members 

prescribed in the companies Act is 2 and the maximum number is 50. But in the 

case of public limited company the minimum limit is 7 and no limit on maximum 

number of members. 
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What are the advantages and disadvantages of joint stock companies? 

Following are the advantages of Joint Stock Company: 

1. Limited Liability:  Liability of members of Joint Stock Company is limited to the 

extent of shares held by them. Hence shareholders assets will not be on stake. 

This feature attracts large number of investors to invest in the company. 

2. Perpetual Existence: A company is an artificial legal person created by law which 

has its own independent legal status. Its existence is not affected by the death or 

insolvency of its members. 

3. Large Scale Operation: The capacity of the corporate organizations to raise the 

funds is comparatively high which provide capital for large scale operations. 

Hence opens the scope for expansion. 

4. Transferability of Shares: In a joint stock company it is easy to transfer shares to 

anyone. But the same is not permitted to private limited company. 

5. Rising of Funds: It is easy to raise a large amount of funds as the number of 

persons contributing to the capital is more. 

6. Social Benefit: It offers employment to a large number of people. It facilitates 

promotion of various ancillary industries. It also donates money for education, 

community service. 

7. Research and Development: It invests a lot of money on research and 

development for improved production process, improving quality of product, 

designing and innovating new products etc. 

Disadvantages of Joint Stock Company: 

1. Formation is not easy: To act as a legal entity a company has to fulfill various 

legal and procedural formalities making it a complicated process. 

2. Double Taxation: This is the biggest disadvantage which the company faces. 

Firstly, company needs to pay tax for the earned profits and again the 

shareholders are taxed for the earned income. 
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3. Control by Board of Directors: After electing directors of the company which 

manage the business for the company the shareholders become ignorant of their 

responsibilities. This may be due to lack of interest and lack of proper and timely 

information. 

4. Excessive Government Control: A company has to comply with provisions of 

several acts, non- compliance of which can cause a company heavy penalty. This 

affects the smooth functioning of a company. 

5. Delay in Policy Decisions: All the legal and procedural formalities which are 

required to fulfill before making policies of the company delay the policy 

decisions. 

6. Speculation and Manipulation: As the shares of a joint stock company are easily 

transferable thus the shares are purchased and sold in the stock exchanges on the 

value or price of a share based on the expected dividend and the reputation of the 

company. 

Sole Proprietorship form of Business: Features, Advantages and Disadvantages! 

Proprietorship (also called sole trade organization) is the oldest form of business 

ownership in India. In a proprietorship, the enterprise is owned and controlled by one 

person. He is master of his show. He sows, reaps, and harvests the output of this 

effort. He manages the business on his own. If necessary, he may take the help of his 

family members, relatives and employ some employees. 

Sole proprietorship is the simplest and easiest to form. It does not require legal 

recognition and attendant formalities. This form is the most popular form in India due 

to the distinct advantages it offers. William R. Basset opines that ñThe one-man 

control is the best in the world if that man is big enough to manage everythingò. 

Main Features: 

The main features of proprietorship form of business can be listed as follows: 

1. One Man Ownership:  

In proprietorship, only one man is the owner of the enterprise. 
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2. No Separate Business Entity: 

No distinction is made between the business concern and the proprietor. Both are 

one and the same. 

3. No Separation between Ownership and Management: 

In proprietorship, management rests with the proprietor himself/herself. The 

proprietor is a manager also. 

4. Unlimited Liability:  

Unlimited liability means that in case the enterprise incurs losses, the private 

property of the proprietor can also be utilized for meeting the business obligations 

to outside parties. 

5. All Profits or Losses to the Proprietor: 

Being the sole owner of the enterprise, the proprietor enjoys all the profits earned 

and bears the full brunt of all losses incurred by the enterprise. 

6. Less Formalities: 

A proprietorship business can be started without completing much legal formalities. 

There are some businesses that too can be started simply after obtaining necessary 

manufacturing license and permits. 

Advantages: 

The various advantages that proprietorship form of business offers are as 

follows: 

1. Simple Form of Organization: 

Proprietorship is the simplest form of organization. The entrepreneur can start 

his/her enterprise after obtaining license and permits. There is no need to go 

through the legal formalities. For starting a small enterprise, no formal registration 

is statutorily needed. 
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2. Ownerôs Freedom to Take Decisions: 

The owner, i.e. the proprietor is free to make all decisions and reap all the fruits of 

his labour. There is no other person who can interfere or weigh him down. 

3. High Secrecy: 

Secrecy is another major advantage offered by proprietorship. This is because the 

whole business is handled by the proprietor himself and, as such, the business 

secrets are known to him only. 

Added to it, the proprietor is not bound to reveal or publish his accounts. In present 

day business atmosphere, the less a competitor knows about oneôs business, better 

off one is. What the competitors can make is guesstimates only. 

4. Tax Advantage: 

As compared to other forms of ownership, the proprietorship form of ownership 

enjoys certain tax advantages. For example, a proprietorôs income is taxed only 

once while corporate income is, at occasions taxed twice, say, double taxation. 

5. Easy Dissolution: 

In proprietorship business, the entrepreneur is all in all. As there are no co-owners 

or partners, therefore, there is no scope for the difference of opinion in the case the 

proprietor/entrepreneur-wants to dissolve the business. It is due to the easy 

formation and dissolution, proprietorship is often used to test the business ideas. 

Disadvantages: 

Proprietorship form of ownership suffers from some disadvantages also. The 

important ones are: 

1. Limited Resources: 

A proprietor has limited resources at his/her command. The proprietor mainly relies 

on his/her funds and savings and, to a limited extent, borrowings from relatives and 

friends. Thus, the scope for raising funds is highly limited in proprietorship. This, in 

turnô deters the expansion and development of an enterprise. 
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2. Limited Ability:  

Proprietorship is characterized as one-man show. One man may be expert in one or 

two areas, but not in all areas like production, finance, marketing, personnel, etc. 

Then, due to the lack of adequate and relevant knowledge, the decisions taken by 

him are imbalanced. 

3. Unlimited Liability:  

Proprietorship is characterized by unlimited liability also. It means that in case of 

loss, the private property of the proprietor will also be used to clear the business 

obligations. Hence, the proprietor avoids taking risk. 

4. Limited Life of Enterprise Form: 

The life of a proprietary enterprise depends solely upon the life of the proprietor. 

When he dies or becomes insolvent or insane or permanently incapacitated, there is 

very likelihood of closure of enterprise. Say, enterprise also dies with its proprietor. 

A private limited company is one type of business structure. In this lesson, you will 

learn what a private limited company is and explore some of its advantages and 

disadvantages. 

What is a Private Limited Company? 

A private limited company, or LTD, is a type of privately held small business entity. 

This type of business entity limits owner liability to their shares, limits the number of 

shareholders to 50, and restricts shareholders from publicly trading shares. 

Advantages 

Let's look at some of the advantages of having a private limited company. Limited 

Liability  

During the recent recession, which lasted from December 2007 - June 2009, many 

businesses experienced financial problems and permanently closed. One advantage of 

owning a private limited company is that the financial liability of shareholders is 

limited to their shares. Therefore, if a private limited company was in financial 

trouble and had to close, shareholders would not risk losing their personal assets. 

Although, perpetrating a fraud related to the private limited company would negate an 

owner's limited liability protection. 
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Restricted Trade of Shares 

The restriction placed on the sale or transfer of shares may be considered an 

advantage or disadvantage, depending on your outlook. It is an advantage to some 

shareholders because shareholders who want to sell shares cannot sell them to outside 

buyers. Shareholders must also agree to the sale or transfer of shares; therefore, the 

risk of hostile takeovers is low. The restriction placed on the sale of shares is a 

disadvantage because shareholders have limited options for liquidating shares. 

Continued Existence 

Another advantage of a private limited company is its continued existence, even after 

the owner dies or leaves the business. Private limited companies are incorporated. 

When a business incorporates, it becomes an independent legal entity, meaning it is 

able to sue or own assets separate from the company owner. A private limited 

company differs from a sole proprietorship in that the latter is owned by a single 

individual who is personally responsible for the company's business debts and 

essential to its continued existence. 

Tax Breaks 

Private limited companies also enjoy tax advantages. For example, their corporate 

taxes may be lower than those paid by other types of businesses. Financial statements 

for private limited companies must be filed no later than nine months after the fiscal 

year ends. The first accounting period begins the same day that the business is 

incorporated. When pursuing tax advantages, private limited companies must keep 

accurate records. 

An association engaged in business for profit with ownership interests represented by 

shares of stock. 

A joint stock company is financed with capital invested by the members or 

stockholders who receive transfer arable shares, or stock. It is under the control of 

certain selected managers called directors. 

A joint stock company is a form of partnership, possessing the element of personal 

liability where each me amber remains financially responsible for the acts of the 

company. It is not a legal entity separate from its sot chowders. 
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A joint stock company differs from partnership in that the latter is composed of a few 

persons brought to ether by shared confidence. Partners are not free to retire from the 

firm or to substitute other persons in their place without prior assent of all the 

partners. Partnerôs death causes the dissolution of the firm. 

In contrast, a joint stock company consists of a large number of stockholders who are 

unacquainted with e each other. Change in membership or a transfer of stock has no 

effect on the continued existence of the co many and the death of stockholder does not 

result in its dissolution. Unlike partners in a partnership, an s stockholder in a joint 

stock company has no agency relationship to the company or any of its members. 

A joint stock company is similar to a corporation in that both are characterized by 

perpetual succession w here a member is allowed to freely transfer stock and 

introduce a stranger in the membership. The transfer has no effect on the continuation 

of the organization since both a joint stock company and a corporation ac t through a 

central management, board of directors, trustees, or governors. Individual 

stockholders have no authority to act on behalf of the company or its members. 

A joint stock company differs from a corporation in certain respects. A corporation 

exists under a state chi artery, while a joint stock company is formed by an agreement 

among the members. The existence of a joint stock company is based upon the right 

of individuals to contract with each other and, unlike a corporation, does not require a 

grant of authority from the state before it can organize. 

While members of a corporation are generally not held liable for debts of a 

corporation, the members of a joint stock company are held liable as partners. 

In a legal action, a corporation sues and issued in its corporate name, but a joint stock 

company sues and defends in the name of a designated officer. 

Partnership Firms: Definition, Features, Advantages and Disadvantages! 

Definition:  

The proprietorship form of ownership suffers from certain limitations such as limited 

resources, limited skill and unlimited liability. Expansion in business requires more 

capital and managerial skills and also involves more risk. A proprietor finds him 

unable to fulfill these requirements. This call for more persons comes together, with 
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different edges and starts business. For example, a person who lacks managerial skills 

but may have capital. 

Another person who is a good manager but may not have capital. When these persons 

come together, pool their capital and skills and organize a business, it is called 

partnership. Partnership grows essentially because of the limitations or disadvantages 

of proprietorship. 

Let us consider a few definitions on partnership: 

The Indian Partnership Act, 1932, Section 4, defined partnership as ñthe relation 

between persons who have agreed to share the profits of business carried on by all or 

any of them acting for allò. The Uniform Partnership Act of the USA defined a 

partnership ñas an association of two or more persons to carry on as co-owners a 

business for profitò. 

According to J. L. Hanson, ña partnership is a form of business organization in which 

two or more persons up to a maximum of twenty join together to undertake some 

form of business activityò. Now, we can define partnership as an association of two or 

more persons who have agreed to share the profits of a business which they run 

together. This business may be carried on by all or anyone of them acting for all. 

The persons who own the partnership business are individually called ópartnersô and 

collectively they are called as ófirmô or ópartnership firmô. The name under which 

partnership business is carried on is called óFirm Nameô. In a way, the firm is nothing 

but an abbreviation for partners. 

Main Features: 

Based on the above definitions, we can now list the main features of partnership form 

of business ownership/organization in a more orderly manner as follows: 

1. More Persons: As against proprietorship, there should be at least two persons 

subject to a maximum of ten persons for banking business and twenty for non-

banking business to form a partnership firm. 

2. Profit and Loss Sharing: There is an agreement among the partners to share the 

profits earned and losses incurred in partnership business. 
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3. Contractual Relationship: Partnership is formed by an agreement-oral or written-

among the partners. 

4. Existence of Lawful Business: Partnership is formed to carry on some lawful 

business and share its profits or losses. If the purpose is to carry some charitable 

works, for example, it is not regarded as partnership. 

5. Utmost Good Faith and Honesty: A partnership business solely rests on utmost 

good faith and trust among the partners. 

6. Unlimited Liability:  Like proprietorship, each partner has unlimited liability in the 

firm. This means that if the assets of the partnership firm fall short to meet the 

firmôs obligations, the partnersô private assets will also be used for the purpose. 

7. Restrictions on Transfer of Share: No partner can transfer his share to any outside 

person without seeking the consent of all other partners. 

8. Principal-Agent Relationship: The partnership firm may be carried on by all 

partners or any of them acting for all. While dealing with firmôs transactions, each 

partner is entitled to represent the firm and other partners. In this way, a partner is 

an agent of the firm and of the other partners. 

Advantages: 

As an ownership form of business, partnership offers the following advantages: 

1. Easy Formation: Partnership is a contractual agreement between the partners to run 

an enterprise. Hence, it is relatively ease to form. Legal formalities associated with 

formation are minimal. Though, the registration of a partnership is desirable, but 

not obligatory. 

2. More Capital Available: We have just seen that sole proprietorship suffers from the 

limitation of limited funds. Partnership overcomes this problem, to a great extent, 

because now there is more than one person who provides funds to the enterprise. It 

also increases the borrowing capacity of the firm. Moreover, the lending institutions 

also perceive less risk in granting credit to a partnership than to a proprietorship 

because the risk of loss is spread over a number of partners rather than only one.  
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3. Combined Talent, Judgment and Skill: As there is more than one owner in 

partnership, all the partners are involved in decision making. Usually, partners are 

pooled from different specialized areas to complement each other. For example, if 

there are three partners, one partner might be a specialist in production, another in 

finance and the third in marketing. This gives the firm an advantage of collective 

expertise for taking better decisions. Thus, the old maxim of ñtwo heads are better 

than oneò aptly applies to partnership. 

4. Diffusion of Risk: You have just seen that the entire losses are borne by the sole 

proprietor only but in case of partnership, the losses of the firm are shared by all the 

partners as per their agreed profit-sharing ratios. Thus, the share of loss in case of 

each partner will be less than that in case of proprietorship. 

5. Flexibility: Like proprietorship, the partnership business is also flexible. The 

partners can easily appreciate and quickly react to the changing conditions. No 

giant business organization can stifle so quick and creative responses to new 

opportunities. 

6. Tax Advantage: Taxation rates applicable to partnership are lower than 

proprietorship and company forms of business ownership. 

Disadvantages: In spite of above advantages, there are certain drawbacks also 

associated with the partnership form of business organization. 

Descriptions of these drawbacks/ disadvantages are as follows: 

1. Unlimited Liability:  In partnership firm, the liability of partners is unlimited. Just as 

in proprietorship, the partnersô personal assets may be at risk if the business cannot 

pay its debts. 

2. Divided Authority: Sometimes the earlier stated maxim of two heads better than 

one may turn into ñtoo many cooks spoil the broth.ò Each partner can discharge his 

responsibilities in his concerned individual area. But, in case of areas like policy 

formulation for the whole enterprise, there are chances for conflicts between the 

partners. Disagreements between the partners over enterprise matters have 

destroyed many a partnership. 
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3. Lack of Continuity: Death or withdrawal of one partner causes the partnership to 

come to an end. So, there remains uncertainty in continuity of partnership. 

4. Risk of Implied Authority: Each partner is an agent for the partnership business. 

Hence, the decisions made by him bind all the partners. At times, an incompetent 

partner may lend the firm into difficulties by taking wrong decisions. Risk involved 

in decisions taken by one partner is to be borne by other partners also. 

He meaning of Hindu Undivided family is defined under the Hindu law. According 

to this law it is a family that consists of persons lineally descended from a common 

ancestor.HUF consists of father, sons and daughters and wives. Though Jain & Sikh 

families are not governed by the Hindu law, families belonging to such religion are 

treated as Hindu Undivided Families for the purpose of the assessment under the 

Income tax Act, 1961. 

What is HUF (Hindu Undivided Family?) 

Under the Income tax, a Hindu Undivided family is treated as separate tax entity for 

the purpose of assessment under income tax act. The meaning of HUF (Hindu 

Undivided Family) has not been defined under the Income act. The relation of a 

Hindu undivided family does not arise from contract but is creation of law. It arises 

from status. After marriage as soon as child is born, the HUF comes into existence. 

Only one male member is required to form a Hindu Undivided family. After 

formation of Hindu undivided family, continuance of such male member is not 

required. It is not required the male member should always remain in existence once a 

Hindu Undivided Family comes into form. Even after death of the members, as long 

as the property which was originally of the Hindu Undivided family remains in the 

hands of the widows of the members of the family and is not divided among them, the 

existence of Joint family continues. 

There are two schools of Hindu law:  

Dayabhaga Mitakshara of law is prevalent in West Bengal and Assam. Under this 

school of law, a son does not acquire any interest by birth in any ancestral property. 

He acquires interest in such property on the event of death of his father. Therefore 

under this school of law, the son does not have a right to demand. 
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Partition of property during the lifetime of his father. In view of this the father enjoys 

an absolute right to deal with the family property whether by the way of disposing off 

such property or in any other manner as considered fit by him. It can therefore be said 

that there is no coparcener in Dayabhaga School of law.  The father is assessed as 

individual not as HUF during his lifetime. Even After the death of the father the sons 

do not immediately by virtue of law become members of joint family. They remain as 

co- owners with definite and ascertained shares in the properties by the deceased 

unless the voluntarily decide to live as joint family. 

Mitakshara School of law applies to the whole of India except Assam & West 

Bengal. Under this school of law and with the introduction of Hindu Succession 

(Amendment) Act, 2005, both son and daughter acquire by birth an equal right in 

ancestral property along with their father. The coparcener under this law is therefore a 

fluctuating body which is widened at time of each birth and reduced on the event of 

death of coparcener child. However with introduction of Hindu Succession 

(Amendment) Act, 2005 both daughter and in case predeceased daughter, her children 

are eligible for a share in the assets of the family in the event of partition. 

Types of Members Describing What is HUF 

HUF consist of two types of members: Coparceners 

Non-Coparceners 

Coparceners are members who acquire an interest in the property of the Hindu 

undivided family by birth I.e. Father, sons and daughters. Wife i.e. mother is a 

member of Hindu Undivided Family but not a coparcener. Previously it was limited to 

male descendents only. With the introduction of Hindu Succession (Amendment) Act, 

2005, daughters are also given coparcener status. 

Non Coparceners or other members are those who entitled to maintenance like 

mother. A member does not have right to claim partition of properties of Hindu 

Divided Family by the virtue of being member. 

The senior most male member of family i.e. father is ordinarily regarded as Karta of 

the Hindu Undivided family. In case of his death or if he surrenders his right of 

management, a junior male member i.e. the eldest son may be appointed as Karta of 
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the Hindu Undivided family. If there no male member in the family or the male 

member is not competent to contract, the senior most female member will be regarded 

as Karta of Hindu Undivided family. 

Partition of Hindu Undivided Family  

Partition means division of property. Where the property is capable of admitting a 

physical division share of each member is determined by doing physical division of 

property. However division of income without physical division of property does not 

amount to petition. 

On the other hand where the property is not capable of admitting physical division, 

then partition means such division as the property may admit i.e. to the extent 

possible. 

Though only coparceners can claim partition of Hindu Undivided Family, the 

following persons are entitled or can claim share in partition: 

All coparceners; 

A son in the womb of his mother at time of partition; 

Mother (who gets equal share if there is partition between the sons after the death of 

the father); and  

Wife (who gets a share equal to that of son at the time of partition between father and 

sons). 

We have special tutorial on how to save tax by clubbing income and how to save 

further tax by making changes to salary component. 

Types of Partition 

Under Hindu law, a Hindu Undivided family is entitled to take into effect a partition 

which may be: Total Partition 

Partial Partition  

Total Partition: Where a Hindu Undivided Family undergoes a total partition, the 

entire joint family property is divided among all coparceners and the Hindu 

Undivided family ceases to exist. 

 

http://taxpaisa.com/buying-property-in-india/
http://taxpaisa.com/clubbing-income-section-64-income-tax-act/
http://taxpaisa.com/salary-structure-format-to-increase-take-home-salary/
http://taxpaisa.com/salary-structure-format-to-increase-take-home-salary/
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Partial Partition: A partial partition may be partial as regards the persons constituting 

the Hindu Undivided Family or as regards the properties belonging to Hindu 

Undivided Family or both. In partial partition as regards as the persons constituting 

the family, one or more coparceners may separate from other s and the remaining 

coparceners may continue jointly. In a partial partition as regards as property, division 

of Property is made partially. 
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Chapter ï1 

ENTREPRENEURIAL  MARKETING  

Who is an Entrepreneur??? 

An entrepreneur is an individual who, rather than working as an employee, founds 

and runs a small business, assuming all the risks and rewards of the venture. The 

entrepreneur is commonly seen as an innovator, a source of new ideas, goods, services 

and business/or procedures.                                     

- Investopedia  

What is Entrepreneurial marketing? 

Entrepreneurial marketing is less about a single marketing strategy and more about a 

marketing spirit that differentiates itself from traditional marketing practices. It 

eschews many of the fundamental principles of marketing because they are typically 

designed for large, well established firms. Entrepreneurial marketing utilizes a toolkit 

of new and unorthodox marketing practices to help emerging firms gain a foothold in 

crowded markets. 

Many entrepreneurial marketing strategies are born out of necessity. New businesses 

might have ten, five, or just one person working on their marketing efforts. They work 

within limited budgets and have access to a fraction of the resources that their major 

competitors have. Luxuries like graphic design teams and advertising consultants are 

often outside the means of start-ups, requiring them to find ways to make the 

maximum impact with limited resources. 

The most common features of entrepreneurial marketing include innovation, risk 

taking, and being proactive. Entrepreneurial marketing campaigns try to highlight the 

company's greatest strengths while emphasizing their value to the customer. Focusing 

on innovative products or exemplary customer service is a way to stand out from 

competitors. They make this pitch using cheap and accessible tools including viral 

videos, tweets, facebook pages, whats app, linked in and email marketing. Any and all 

marketing strategies can be considered as long as they produce results.  

 

https://www.investopedia.com/university/small-business/
https://www.investopedia.com/terms/r/risk.asp


 

Page | 52  

 

Marketing Strategies for Entrepreneurs 

In competitive markets, it can be easy to get lost in the crowd. One of the biggest 

challenges for entrepreneurs is standing out from their competitors. Marketing in new, 

unusual, or aggressive ways is the best way to illustrate what makes a business 

unique. Below are some marketing strategies that entrepreneurs have used 

successfully in the past. A company can direct all of its marketing efforts towards one 

strategy, or use several of them at once. 

Relationship Marketing ï Focuses on creating a strong link between the brand and 

the customer. 

Expeditionary Marketing ï Involves creating markets and developing innovative 

products. Companies act as leaders rather than followers. 

One to One Marketing - Customers are marketed to as individuals. All marketing 

efforts are personalized. 

Real Time Marketing ï Uses the power of technology to interact with a customer in 

a real time. 

Viral Marketing ï Places marketing messages on the Internet so they can be shared 

and expanded on by customers. 

Digital Marketing ï Leverages the power of Internet tools like email and social 

networking to support marketing efforts 

Who employs Entrepreneurial Marketing 

Entrepreneurial marketing is best defined by the types of companies that use it. The 

easiest way to identify an entrepreneurial marketing effort is to look at the company 

doing the marketing. Start ups and emerging companies use entrepreneurial marketing 

to help establish themselves in emerging industries. 

It is important to distinguish these businesses from small businesses. While they do 

start small, their goal is to grow rapidly and to become major players in their industry 

as quickly as possible. This is drastically different from a restaurant or machine shop 

that may be content to stay small forever. Growth is the primary goal of 

entrepreneurship, and marketing is the primary means for growth.  
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The marketing strategies used by emerging business are not unique to them though. In 

fact, many major companies use some of the same strategies. Nike and Burger King 

have both used viral marketing to great effect. Major businesses use these strategies 

out of opportunity while entrepreneurs use them out of necessity. 

Zappos.com, an Internet shoe store, was able to popularize online shoe shopping by 

offering free, easy returns. By highlighting this innovative service in their marketing, 

they were able to reassure customers who were unsure about buying shoes they could 

not try on. They now sell millions of dollars worth of shoes every year. 

Dell Computers: A case study in Entreperneurial Marketing 

In 1984, a college student named Michael Dell decided to found a computer company. 

Today it is one of the largest and best known computer companies in the world. 

Below are some of the steps that Dell took in its earliest stages to get noticed in the 

computer market. 

Define your customers ï Dell realized early that there was a hole in the market for 

customized business computers. Their first products were marketed to large and 

midsized companies looking to purchase many computers at once. It was only in the 

late 90s that they began to focus on personal computers for students and families. 

Offer something new ï In the early 80s, computers were bought and sold primarily 

through retail stores. Dell took the then radical step of selling directly to consumers, 

cutting out the retail middle man. This made it easy for business customers to place 

large orders and to customize each computer they purchased. 

Go to where the customers are ï Dell marketed at electronics trade shows, in trade 

magazines, and in other avenues that corporate technology officers would follow. 

Advertising messages highlighted the ways that Dell computers were optimized for 

business customers. 

Offer exceptional services ï Dell offered 24 hour technical support to all of its 

customers. This was a valuable service to customers who were only beginning to 

integrate computers into their businesses. 
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How is an Entrepreneurial marketing Plan Developed and Implemented 

Marketing plans can only develop after a company determines several aspects about 

their business model. They must understand the core mission of the company, which 

customers they will target, and who their competitors are. Making a careful self-

analysis can help emerging businesses define their place in the market and set realistic 

goals. The type of business a start-up strives to be will also affect its marketing 

decisions. If a company decides that it will market to professional business customers, 

it probably wonôt use funny viral videos on YouTube. 

The details of the plan will depend largely on the particular marketing strategy that a 

company chooses. The strategies of relationship marketing are significantly different 

than viral marketing. It is important to define which type of marketing to focus on, 

and then concentrate all efforts in that area. A comprehensive marketing plan helps 

companies to maintain this focus as they revise their strategies. Most marketing plans 

do not cover more than a year's worth of time because start-ups face such uncertain 

circumstance, requiring businesses to be flexible and open to quick changes. 

Entrepreneurial marketing plans are based on input from every aspect of the company 

-- from production, to finance, to personnel. In order to succeed, start-ups should 

work in a coordinated way to use their resources as efficiently as possible. Marketing 

decisions must reflect the real world circumstances facing the company. 

Metrics used to evaluate the marketing plan should reflect the goals of the company. 

These goals can range from maximizing profits, to reaching the broadest customer 

base, to redefining a particular market. Each goal will require a different marketing 

strategy and be evaluated on different terms. Emerging companies have to set 

quantitative targets for themselves and then revise their strategies if those targets are 

not met. Otherwise, growth is impossible 
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Chapterï2 

MARKETING MIX  

What is the 7Ps Marketing Mix and how should it be used? 

The marketing mix is a familiar marketing strategy tool, which as you will probably 

know, was traditionally limited to the core 4Ps of Product, Price, Place and 

Promotion. 

Who created the 7Ps model 

The 7Ps model was originally devised by E. Jerome McCarthy and published in 1960 

in his  book Basic Marketing. A Managerial Approach.  

We've created the graphic below so you can see the key elements of the 7Ps 

marketing mix. 

 

The 4Ps vs The 7Ps 

The 4Ps were designed at a time where businesses were more likely to sell products, 

rather than services and the role of customer service in helping brand development 

wasn't so well know. Over time, Booms and Pitner added three extended óservice mix 

Pôs': Participants, Physical evidence and Processes, and later Participants was 

https://www.smartinsights.com/marketing-planning/marketing-models/how-to-use-the-7ps-marketing-mix/attachment/the-7ps-marketing-mix/
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renamed People. Today, it's recommended that the full 7Ps of the marketing mix are 

considered when reviewing competitive strategies. 

The 7Ps helps companies to review and define key issues that affect the marketing of 

its products and services and is often now referred to as the 7Ps framework for the 

digital marketing mix. 

 

In Dave Chaffey's book: Digital Marketing: Strategy, Implementation and Practice, 

this model was refreshed and applied to online channels to give a practical approach 

which works well for multichannel businesses. An eighth P, óPartnersô is often 

recommended for businesses to gain reach online (first mentioned in Digital 

Marketing Excellence by Dave Chaffey and PR Smith although some would argue it's 

part of Place).  

How to use this model? 

For startups reviewing price and revenue models today, using the Business Model 

Canvas for marketing strategy is a great alternative since it gives you a good structure 

to follow. 

Companies can also use the 7Ps model to set objectives, conduct a SWOT analysis 

and undertake competitive analysis. It's a practical framework to evaluate an existing 

business and work through appropriate approaches whilst evaluating the mix element 

as shown below and ask yourself the following questions: 

https://www.smartinsights.com/digital-marketing-strategy/online-business-revenue-models/summarising-business-models-use-the-business-model-canvas-diagram/
https://www.smartinsights.com/digital-marketing-strategy/online-business-revenue-models/summarising-business-models-use-the-business-model-canvas-diagram/
https://www.smartinsights.com/marketing-planning/marketing-models/how-to-use-the-7ps-marketing-mix/attachment/7psmarketing-mix-model-600x288/
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Products/Services: How can you develop your products or services? 

Prices/Fees: How can we change our pricing model? 

Place/Access: What new distribution options are there for customers to experience 

our product, e.g. online, in-store, mobile etc. 

Promotion: How can we add to or substitute the combination within paid, owned and 

earned media channels? 

Physical Evidence: How we reassure our customers, e.g. impressive buildings, well-

trained staff, great website? 

People: Who are our people and are there skills gaps? 

Partners: Are we seeking new partners and managing existing partners well?. 

 

 

 

 

 

  



 

Page | 58  

 

Chapterï3 

MARKETING CHALLENGES FACED BY ENTREPRENEURS  

The marketing challenges that are faced by entrepreneurs are important to understand 

as coping up with them will be difficult. There is no limit to oneôs imagination and 

ideas. There are a very large number of Entrepreneurs who set up their startup in 

hopes of achieving success, but in reality, only a few of them gets the wanted 

attention and visibility. There is no doubt in the fact that without recognition your 

company is as good as nothing. Every Entrepreneur wishes to promote his business in 

any way he can. Marketing plans are made, different types of marketing are done, 

may it be guerrilla marketing or social media marketing, everyone needs attention. 

Publicity stunts are so common nowadays, that they seem a normal practice to anyone 

and everyone. But is this really how you tackle these challenges? and what exactly are 

the challenges an Entrepreneur face especially when it comes to marketing? 

The marketing challenges faced by entrepreneurs are: 

Loss of creative methods for marketing 

One of the marketing challenges faced by Entrepreneur is Loss of creative methods 

for marketing. There are so many companies that are promoting their companies in 

the traditional way for so long now, every business aims to do something new, they 

come up with a creative idea which with time is so overused that it becomes the most 

boring. It seems like the market has run out of creative marketing ideas and no one 

can deny their important role in catching customerôs attention. 

No exposure 

Sometimes, it happens that the company does very well in its initial months in terms 

of marketing, however later on the graph decreases significantly, the main reason 

behind it is the low exposure. There isnôt much scope of exposure once the company 

is established and did well at the start, thatôs the mentality of most of the 

Entrepreneurs. However, one needs to understand that exposure comes with 

expansion and right strategies, it wonôt come to you, you have to go behind it. 
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Not effective social media presence 

Social Media is one of the most trending practice worldwide. However, it brings 

along the biggest marketing challenge for Entrepreneurs. It seems like everyone is 

trying to promote their business on social media, social media users have grown so 

tired of it that they have started ignoring these kinds of pages and anything related to 

Entrepreneurship as a whole. At this time, you need to make your presence known. 

Difficult?  

No, absolutely not. Here is where your marketing plan comes in use, make use of the 

target crowd you chose, hunt them down and make it a point, to be honest, but at the 

same time give them something to think about. Make your product that strong. 

Finding right marketing channels 

Itôs one of the most common marketing challenges and is faced by every Entrepreneur 

at least once. You have a marketing plan, a strategy but you donôt know where to use 

it, there are so many channels that you are confused between them, which is the most 

reliable, which will give you more benefits, which will provide you with your target 

crowd. All these questions can be answered by only one thing, Research.  

Itôs important to research not only about the market but different marketing channels, 

keep tabs on potential channels, evaluate all the pros and the cons and you will have 

the best option in your hand. 

Scarcity of funds 

Finance always has been a problem and is many times considered the biggest 

marketing challenge. Marketing need funds, funds means more and more money, and 

money needs a carefully designed budget plan. Make a nice carefully illustrated 

budget plan, hunt down potential investors and proceed further. 

Ads, but where? 

You have lots of posters but are they really going to help or be a waste of money? A 

fear, a doubt is always there when it comes to marketing. One can say the biggest 

marketing challenge is doubt. You doubt your marketing strategies and plans, they 

seem good but at the same time you question yourself, again and again, that will they 
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work? To remove that fear what you need is faith, faith in your idea and your 

marketing strategies, if you believe that posters will do you good, go ahead with them 

but if you feel they wonôt, then donôt waste your time and money on them. 

We conclude by saying that one always face challenges however you need to be 

strong and smart to face them. Donôt be scared of them but learn from them. At least, 

play smart and be an Entrepreneur. 

How to overcome Challenges 

From finding creative ways to market your small business to learning which 

marketing strategies and tactics work best for your business, marketing challenges are 

not uncommon. So we asked entrepreneurs to share their biggest marketing dilemmas 

alongside practical solutions they use to overcome them. 

1.  Utilize creative, low-cost self-promotion tactics. 

2.  Choose the right marketing strategy. 

3.  Maintain credible and authentic marketing messages. 

4.  Create organic awareness with social media. 

5.  Market in platforms that speak to more than one target audience. 

6.  Develop a social media presence with proactive content marketing. 

7.  Stay abreast of Internet Marketing changes. 

 

 

 

 

  

http://yfsentrepreneur.com/2013/01/19/top-ten-small-business-marketing-articles-every-entrepreneur-should-read/
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Chapterï4 

STRATEGIES OF ENTREPRENEURIAL MARKETING  

1. Guerrilla Marketing 

What is Guerrilla Marketing? 

Guerrilla marketing is a marketing tactic in which a company uses surprise and/or 

unconventional interactions in order to promote a product or service. Guerrilla 

marketing is different than traditional marketing in that it often relies on personal 

interaction, has a smaller budget, and focuses on smaller groups of promoters that are 

responsible for getting the word out in a particular location rather than through 

widespread media campaigns. 

The term ñguerrilla marketingò was first coined by Jay Conrad Levinson in his 1984 

book of the same title, and has since become an important section in many marketing 

textbooks. Basically, guerrilla marketing is about investing time, energy, and 

(particularly) imagination into a campaign, instead of primarily money. Guerrilla 

tactics use unconventional communications, often in unexpected places, and focus on 

low-cost strategies that make a high-impact impression. 

Principles of Guerrilla Marketing 

-measure success by profits, not sales 

-instead of prioritizing new customers, prioritize increasing number and size of 

transactions from existing customers, and gaining referrals 

-aim messages at small groups instead of mass audiences 

-focus on gaining the consent of the consumer to send them more information 

-commit to a campaign, pursuing effective frequency, instead of creating a new 

message each time 

Who Employs Guerrilla Marketing 

Originally conceived as a tool for small businesses and entrepreneurs, guerrilla 

marketing is nonetheless increasingly popular among large businesses. Additionally, 

https://www.investopedia.com/terms/m/marketing.asp
https://www.investopedia.com/terms/p/promoter.asp
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non-profit organizations have been apt to invest their time, energy, and creativity into 

guerrilla campaigns. Some examples include: 

Unicef - Unicef placed a vending machine in Manhattan that sold dirty water for a 

dollar. ñFlavorsò included Malaria, Cholera, Typhoid, and Dysentery. The machineôs 

display informed people about the plight of children in need of clean drinking water, 

and pointed out that a single dollar could provide 40 days of clean drinking water for 

such a child. Additionally, it provided a number to text in order to donate to the cause. 

Volkswagen - Volkswagen hung a series of cartoon thought bubbles over all the 

spaces in a parking structure in Dubai, so that parked cars appeared to be thinking, ñI 

wish I was a Volkswagen.ò As people pulled into the car park, they were welcomed 

by a boundary wall reading, ñHave you ever wondered what your car is dreaming of?ò 

Coca-Cola - To advertise its new ñgripò bottle, Coca-Cola placed a static-charged ad 

at a bus stop, which would grip peopleôs clothing if they stood too near. 

Bounty - Next to an eight-foot-tall coffee cup spilled on the ground (or in another 

case, a giant popsicle), a sign declared that Bounty ñMakes small work of big spills.ò 

Jeep - To advertise the versatility of the Jeep, and to make the brand more part of the 

urban environment, the company drew parking spaces in unlikely locations, such as 

across plaza stairs or through planters and curbs. 

Several different cancer awareness groups have employed similar guerrilla messages 

at beaches, including providing coffin-shaped beach towels, and placing morgue toe-

tags on sleeping sunbathers. 

For what kind of customers is Guerilla Marketing effective? 

Guerrilla marketing was conceived to primarily target existing customers rather than 

new ones, aiming to increase their engagement with a product and/or brand. When 

selecting audiences for a guerrilla message, a group that is already engaged with the 

product at some level is the best target; they will be quicker to recognize and respond 

to creative tactics, and more likely to share the experience with their friends. 

As social media has become a major feature of the market landscape, guerrilla 

marketing has shown to be particularly effective online. Consumers who regularly use 
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social media are more likely to share their interactions with guerrilla marketing, and 

creative advertising can quickly go viral. 

2.  Ambush Marketing 

One of the most distinguishing features of ambush marketing is how unexepected it 

tends to be. For example, money is needed to host and broadcast sporting events, and 

companies enter into official sponsorships to help provide funding. While smaller 

companies cannot afford to contribute this level of funding, they still use creative 

tactics to get the crowd's attention. The more attention they garner, the better. 

Bigger companies also engage in ambush marketing tactics to undermine official 

event sponsors. For example, consider Kodak's campaign during the 1984 Olympic 

Games. Though Fuji was the official sponsor of the games, Kodak ran an aggressive 

television ad campaign that created the perception that they were the official sponsors. 

As a result of this, a number of laws were passed to prevent this kind of marketing 

during broadcasts of popular sports events.  

These days ambushes tend to be rather creative and daring, teetering on the brink of 

legalityðalthough there are plenty of ways to stay within the law. If youôve attended 

an extreme sporting event in the last decade, thereôs a good chance you saw the Red 

Bull car, or perhaps several Red Bull employees standing beside coolers, handing out 

free samples to passers-by. 

Direct Vs. Indirect Ambush Marketing 

Direct ambush marketing is an approach where a brand works aggressively to 

associate itself with an event or property, when that brand has not purchased rights as 

the official sponsor. Indirect ambush marketing, on the other hand, doesnôt force the 

association, but seeks to align a brand through suggestion or reference to an event or 

property. 

Types of Direct Ambush Marketing: 
Predatory Ambushing 

Coattail Ambushing 

Property Infringement 

Self-Ambushing 

Types of Indirect Ambush Marketing: 
Associative Ambushing 

Distractive Ambushing 

Values Ambushing 

Insurgent Ambushing 

Parallel Property Ambushing 
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Who Employs Ambush marketing? 

Essentially, any company thatôs not an official sponsor can employ ambush marketing 

strategies at an event. The reality is, not every company will. The kind of business 

that uses ambush marketing normally appeals to a particular demographicð

specifically, men ages 18 to 34. 

The most successful ambush marketing campaigns in recent memories have been 

executed by brands appealing to the ñmillennialò demographicðwhich is both highly 

social and highly goal-oriented. A brand like Red Bull appeals to this crowd with their 

highly caffeinated beverages that can allow someone to extend his or her fun 

throughout the night. Red Bull positions itself to help a millennial think he or she can 

accomplish their goals by consuming their drink.  

Other characteristics of the millennial generation include their use of technology, 

sense of connectivity, media consumption (including social media), diversity, and 

relevance. Companies that fail to engage social media, or which appear homogeneous, 

and/or donôt know what a hashtag is will most likely not make it onto a millennialôs 

radar. The brand that keeps pace with the ever-changing definition of ñhipò will stay 

relevant in the mind of the millennial consumer. 

3. Viral Marketing 

Viral marketing is a business strategy that uses existing social networks to promote a 

product. Its name refers to how consumers spread information about a product with 

other people in their social networks, much in the same way that a virus spreads from 

one person to another. 

The basis of viral marketing is in the spread of information by word-of-mouth, but 

modern technology has allowed the viral effect to include many Internet-based 

platforms as well. 

Viral marketing typically supplies its audience with something of value for free. This 

can be something as simple as an amusing song or game. Whatever the viral content 

is, it must encourage people to share with others so as many people as possible 

receive the content's message. 

 

 



 

Page | 65  

 

Avenues of Viral Marketing 

The viral effect can spread through many different networks, including: 

-Word-of-mouth 

-Email 

-Social networking sites (Facebook, Twitter, LinkedIn, etc) 

-Video sharing sites (Youtube etc) 

-Web forums 

Who employs Viral Marketing? 

Viral marketing is useful as a stand-alone marketing tool or as a part of a larger 

campaign that uses multiple kinds of marketing. It is especially attractive to smaller 

businesses or companies because viral marketing can be a cheaper alternative to 

traditional marketing efforts. 

A new energy drink company, for example, could create an Internet video featuring a 

person who consumes the energy drink before performing a seemingly impossible 

bicycle jump. If the video is made to look real, it may encourage people who see it to 

share it with others. After the video receives enough views, the company could reveal 

its true purpose, convincing its viewers to seek out more information about the drink 

without ever using a traditional advertisement. 

Viral marketing is often used in conjunction with other methods of marketing, such as 

in the case of the Blair Witch Project. The viral aspect of the campaign generated 

buzz about the story long before the release of commercials, trailers, posters, and 

other  forms of traditional marketing. This caused many people to already talk about 

the movie before it was officially announced to the public. 

Content does not have to be covert to be viral. Political campaigns often create videos 

featuring sound clips of an opposing candidate saying something people may find 

offensive. Politicians hope that by pointing out an outrageous statement, the video 

will go viral and cause others to develop a negative attitude toward the targeted 

opponent. 

 



 

Page | 66  

 

Implementing Viral marketing  

There is a common misconception that viral marketing depends on the ability to 

reliably create something extremely popular. In reality, a successful viral marketing 

campaign rests more on understanding how to connect with specific demographics by 

presenting them with valuable content. 

Viral marketing is a customer-focused approach, so the first step is to identify the 

target demographic for a product and what they value the most in products, requiring 

marketers to research and analyze demographic data. During the Blair Witch 

campaign, the filmmakers and main marketing agents for the movie were 

accomplished film students. They examined what made horror movies compelling for 

the demographic of teens to young adults they were targeting, as well as explored how 

that demographic shared information. They used this information to focus on their 

product's mystery, and they concentrated their early efforts on the Internet where they 

knew they would have the best chance of reaching a younger audience. 

Once a company knows what its target demographic wants and how they 

communicate, they begin creating content those people will want to share. The Blair 

Witch team created websites, message boards, and fake news stories that heightened 

the horror and mystery of the movie's story. The content encouraged people to look 

for more information about the story,  and even collaborate with their friends in their 

investigations. 

Viral marketing is a continual, interactive process. A company that implements a viral 

campaign shouldn't simply let it run its course without adjustment. The Blair Witch 

campaign remained active on Internet message boards, interacting with real fans and 

regularly updating websites with more information based on fan discussions. It, like 

most viral campaigns, succeeded because it grew along with the interest in the 

product. 
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Chapterï5 

MARKETING PHILOSOPHY  

What philosophy should guide a company marketing and selling efforts?  What 

relative weights should be given to the interests of the organization, the customers, 

and society?  These interest often clash, however, an organizationôs marketing and 

selling activities should be carried out under a well-thought-out philosophy of 

efficiency, effectiveness, and socially responsibility. 

 Six orientations (philosophical concepts to the marketplace have guided and continue 

to guide organizational activities: 

1.  The Production Concept 

2.  The Product Concept 

3.  The Selling Concept 

4.  The Marketing Concept 

5.  The Customer Concept 

6.  The Societal Marketing Concept 

1.  The Production Concept. This concept is the oldest of the concepts in 

business.  It holds that consumers will prefer products that are widely available and 

inexpensive.  Managers focusing on this concept concentrate on achieving high 

production efficiency, low costs, and mass distribution.  They assume that consumers 

are primarily interested in product availability and low prices.  This orientation makes 

sense in developing countries, where consumers are more interested in obtaining the 

product than in its features. 

2.  The Product Concept. This orientation holds that consumers will favour those 

products that offer the most quality, performance, or innovative features.  Managers 

focusing on this concept concentrate on making superior products and improving 

them over time. They assume that buyers admire well-made products and can appraise 

quality and performance.  However, these managers are sometimes caught up in a 

love affair with their product and do not realize what the market needs.  Management 

might commit the ñbetter-mousetrapò fallacy, believing that a better mousetrap will 

lead people to beat a path to its door.  
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3. The Selling Concept. This is another common business orientation. It holds that 

consumers and businesses, if left alone, will ordinarily not buy enough of the selling 

companyôs products.  The organization must, therefore, undertake an aggressive 

selling and promotion effort.  This concept assumes that consumers typically show 

buying inertia or resistance and must be coaxed into buying.  It also assumes that the 

company has a whole battery of effective selling and promotional tools to stimulate 

more buying. Most firms practice the selling concept when they have 

overcapacity.  Their aim is to sell what they make rather than make what the market 

wants. 

4.  The Marketing Concept.  This is a business philosophy that challenges the above 

three business orientations.  Its central tenets crystallized in the 1950s.  It holds that 

the key to achieving its organizational goals (goals of the selling company) consists of 

the company being more effective than competitors in creating, delivering, and 

communicating customer value to its selected target customers. The marketing 

concept rests on four pillars:  target market, customer needs, integrated marketing and 

profitability. 

Distinctions between the Sales Concept and the Marketing Concept: 

a.   The Sales Concept focuses on the needs of the seller.  The Marketing Concept 

focuses on the needs of the buyer.  

b.   The Sales Concept is preoccupied with the sellerôs need to convert his/her product 

into cash.  The Marketing Concept is preoccupied with the idea of satisfying the 

needs of the customer by means of the product as a solution to the customerôs 

problem (needs). 

c. The Marketing Concept represents the major change in todayôs company 

orientation that provides the foundation to achieve competitive advantage.  This 

philosophy is the foundation of consultative selling.  

d.   The Marketing Concept has evolved into a sixth and more refined company 

orientation:  The Societal Marketing Concept. This concept is more theoretical 

and will undoubtedly influence future forms of marketing and selling approaches. 
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5. The Customer Concept 

The Customer concept is a 4 stage model which shows how the organization can 

achieve growth by capturing and retaining its customers. The customer concept model 

can be used to determine where the organization stands in terms of serving its 

customers. This model can be used in product market as well as the service market. 

Here are the four stages of the customer concept: 

1) Starting point 

Over here the customer is just an individual who falls in a Target Group. Thus the 

first thing which the organization needs is to know 

the Segmentation, Targeting and positioning.  Once the customer has been defined itôs 

time to move to the next phase. 

2) Focus 

In this stage, the organization needs to focus on the customersô needs and wants as 

well as the value it provides for the customer. What is it that the customer exactly 

wants?  

 It is very important that the organization stays in sync with the continuous changes in 

the business world. Thus it needs time to time gap analysis as well as market surveys 

and research to focus on customersô needs and wants. 

3) Means 

What are the means available for the organization to deliver value to the customer? In 

this stage, it is very important for the organization to connect each and every function 

of the organization so as to form a Value Chain. The services should be connected to 

sales which in turn should be in sync with the manufacturing so on and so forth. You 

can refer the value chain to understand how customer value can be created in an 

organization. Along with this, integration of multiple sales channels is also important. 

4) Ends 

Customer share, customer loyalty and customer lifetime value are three concepts 

which can define the customer equity of the organization. Thus this is the last stage of 

the customer concept wherein the organization has to ensure that it has kept its 

https://www.marketing91.com/what-is-a-product/
https://www.marketing91.com/individual-marketing/
https://www.marketing91.com/swot-analysis-target/
https://www.marketing91.com/needs-wants-and-demands/
https://www.marketing91.com/6-advantages-segmentation/
https://www.marketing91.com/how-to-make-a-targeting-strategy/
https://www.marketing91.com/quick-guide-positioning/
https://www.marketing91.com/gap-analysis/
https://www.marketing91.com/value-chain-porter/
https://www.marketing91.com/value-chain-porter/
https://www.marketing91.com/customer-perceived-value-cpv/
https://www.marketing91.com/customer-lifetime/
https://www.marketing91.com/customer-equity/
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customers satisfied, that the organizations customers have become ñrepeat customersò 

and finally that they remain a customer for a lifetime. 

 6.  The Societal Marketing Concept  

 This concept holds that the organizationôs task is to determine the needs, wants, and 

interests of target markets and to deliver the desired satisfactions more effectively and 

efficiently than competitors (this is the original Marketing Concept).  Additionally, it 

holds that this all must be done in a way that preserves or enhances the consumerôs 

and the societyôs well-being. 

This orientation arose as some questioned whether the Marketing Concept is an 

appropriate philosophy in an age of environmental deterioration, resource shortages, 

explosive population growth, world hunger and poverty, and neglected social 

services.  

Are companies that do an excellent job of satisfying consumer wants necessarily 

acting in the best long-run interests of consumers and society?    

 The marketing concept possibly sidesteps the potential conflicts among consumer 

wants, consumer interests, and long-run societal welfare. Just consider: 

The fast-food hamburger industry offers tasty but unhealthy food. The hamburgers 

have a high fat content, and the restaurants promote fries and pies, two products high 

in starch and fat.  The products are wrapped in convenient packaging, which leads to 

much waste.  In satisfying consumer wants, these restaurants may be hurting 

consumer health and causing environmental problems. 
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Chapterï6 

CUSTOMER RELATIONSHI P MANAGEMENT  

The better a business can manage the relationships it has with its customers the more 

successful it will become. Therefore IT systems that specifically address the problems 

of dealing with customers on a day-to-day basis are growing in popularity. 

Customer relationship management (CRM) is not just the application of technology, 

but is a strategy to learn more about customers' needs and behaviours in order to 

develop stronger relationships with them. As such it is more of a business philosophy 

than a technical solution to assist in dealing with customers effectively and efficiently. 

Nevertheless, successful CRM relies on the use of technology. 

WHY CRM? 

In the commercial world the importance of retaining existing customers and 

expanding business is paramount. The costs associated with finding new customers 

mean that every existing customer could be important. 

The more opportunities that a customer has to conduct business with your company 

the better, and one way of achieving this is by opening up channels such as direct 

sales, online sales, franchises, use of agents, etc. However, the more channels you 

have, the greater the need to manage your interaction with your customer base. 

Customer relationship management (CRM) helps businesses to gain an insight into 

the behavior of their customers and modify their business operations to ensure that 

customers are served in the best possible way. In essence, CRM helps a business to 

recognize the value of its customers and to capitalize on improved customer relations. 

The better you understand your customers, the more responsive you can be to their 

needs. 

CRM can be achieved by: 

Finding out about your customers' purchasing habits, opinions and preferences 

profiling individuals and groups to market more effectively and increase sales 

changing the way you operate to improve customer service and marketing. Benefiting 

from CRM is not just a question of buying the right software. You must also adapt 

your business to the needs of your customers. 



 

Page | 72  

 

Business Benefits of CRM 

Implementing a customer relationship management (CRM) solution might involve 

considerable time and expense. However, there are many potential benefits. 

A major benefit can be the development of better relations with your existing 

customers, which can lead to: 

¶ increased sales through better timing due to anticipating needs based on historic 

trends 

¶ identifying needs more effectively by understanding specific customer 

requirements 

¶ cross-selling of other products by highlighting and suggesting alternatives or 

enhancements 

¶ identifying which of your customers are profitable and which are not 

¶ This can lead to better marketing of your products or services by focusing on: 

¶ effective targeted marketing communications aimed specifically at customer needs 

¶ a more personal approach and the development of new or improved products and 

services in order to win more business in the future. 

Ultimately this could lead to: 

¶ enhanced customer satisfaction and retention, ensuring that your good reputation 

in the marketplace continues to grow 

¶ increased value from your existing customers and reduced cost associated with 

supporting and servicing them, increasing your overall efficiency and reducing 

total cost of sales 

¶ improved profitability by focusing on the most profitable customers and dealing 

with the unprofitable in more cost effective ways 

¶ Once your business starts to look after its existing customers effectively, efforts 

can be concentrated on finding new customers and expanding your market. The 

more you know about your customers, the easier it is to identify new prospects 

and increase your customer base. 
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¶ Even with years of accumulated knowledge, there's always room for 

improvement. Customer needs change over time, and technology can make it 

easier to find out more about customers and ensure that everyone in an 

organisation can exploit this information. 

TYPES OF CRM SOLUTION  

Customer relationship management (CRM) is important in running a successful 

business. The better the relationship, the easier it is to conduct business and generate 

revenue. Therefore using technology to improve CRM makes good business sense. 

CRM solutions fall into the following four broad categories. 

Outsourced solutions 

Application service providers can provide web-based CRM solutions for your 

business. This approach is ideal if you need to implement a solution quickly and your 

company does not have the in-house skills necessary to tackle the job from scratch. It 

is also a good solution if you are already geared towards online e-commerce. 

Off-the-shelf solutions 

Several software companies offer CRM applications that integrate with existing 

packages. Cut-down versions of such software may be suitable for smaller businesses. 

This approach is generally the cheapest option as you are investing in standard 

software components. The downside is that the software may not always do precisely 

what you want and you may have to trade off functionality for convenience and price. 

The key to success is to be flexible without compromising too much. 

Custom software 

For the ultimate in tailored CRM solutions, consultants and software engineers will 

customise or create a CRM system and integrate it with your existing software. 

However, this can be expensive and time consuming. If you choose this option, make 

sure you carefully specify exactly what you want. This will usually be the most 

expensive option and costs will vary depending on what your software designer 

quotes. 

 



 

Page | 74  

 

HOW TO IMPLEMENT CRM  

The implementation of a customer relationship management (CRM) solution is best 

treated as a six-stage process, moving from collecting information about your 

customers and processing it to using that information to improve your marketing and 

the customer experience. 

Stage 1 - Collecting information 

The priority should be to capture the information you need to identify your customers 

and categorise their behavior. Those businesses with a website and online customer 

service have an advantage as customers can enter and maintain their own details when 

they buy. 

Stage 2 - Storing information 

The most effective way to store and manage your customer information is in a 

relational database - a centralised customer database that will allow you to run all 

your systems from the same source, ensuring that everyone uses up-to-date 

information. 

Stage 3 - Accessing information 

With information collected and stored centrally, the next stage is to make this 

information available to staff in the most useful format. 

Stage 4 - Analysing customer behavior 

Using data mining tools in spreadsheet programs, which analyse data to identify 

patterns or relationships, you can begin to profile customers and develop sales 

strategies. 

Stage 5 - Marketing more effectively 

Many businesses find that a small percentage of their customers generate a high 

percentage of their profits. Using CRM to gain a better understanding of your 

customers' needs, desires and self -perception, you can reward and target your most 

valuable customers. 

Stage 6 - Enhancing the customer experience 

Just as a small group of customers are the most profitable, a small number of 
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complaining customers often take up a disproportionate amount of staff time. If their 

problems can be identified and resolved quickly, your staff will have more time for 

other customers. 

POTENTIAL DRAWBACKS OF CRM 

There are several reasons why implementing a customer relationship management 

(CRM) solution might not have the desired results. 

There could be a lack of commitment from people within the company to the 

implementation of a CRM solution. Adapting to a customer-focused approach may 

require a cultural change. There is a danger that relationships with customers will 

break down somewhere along the line, unless everyone in the business is committed 

to viewing their operations from the customers' perspective. The result is customer 

dissatisfaction and eventual loss of revenue. 

Poor communication can prevent buy-in. In order to make CRM work, all the 

relevant people in your business must know what information you need and how to 

use it. 

Weak leadership could cause problems for any CRM implementation plan. The onus 

is on management to lead by example and push for a customer focus on every project. 

If a proposed plan isn't right for your customers, don't do it. Send your teams back to 

the drawing board to come up with a solution that will work. 

Trying to implement CRM as a complete solution in one goes is a tempting but risky 

strategy. It is better to break your CRM project down into manageable pieces by 

setting up pilot programs and short-term milestones. Consider starting with a pilot 

project that incorporates all the necessary departments and groups but is small and 

flexible enough to allow adjustments along the way. 

Don't underestimate how much data you will require, and make sure that you can 

expand your systems if necessary. You need to carefully consider what data is 

collected and stored to ensure that only useful data is kept. 
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Chapterï7 

CUSTOMER VALUE CONCEPTS 

1. Customer Perceived Value (CPV) 

Customer Perceived Value is the evaluated value that a customer perceives to obtain 

by buying a product. It is the difference between the total obtained benefits according 

to the customer perception and the cost that he had to pay for that. Customer 

perceived value is seen in terms of satisfaction of needs a product or service can offer 

to a potential customer. The customer will buy the same product again only if he 

perceives to be getting some value out of the product. Hence delivering this value 

becomes the motto of marketers. 

Customer Perceived Value = Total Perceived Benefits ï Total Perceived Costs 

The CPV is kind of an evaluation done by customer on what value a product or a 

service would be able to provide if he/she buys it by paying money. 

Please note that the benefits and costs also include the emotional benefits and costs. 

Example of Customer Perceived Value: 

While buying a car, the expected reactions from family and friends also become a part 

of benefits or gain. The customer evaluates whether the particular car would be able 

to provide whatever he/she is looking for from a car. Whether the car would provide 

the comfort and the usability? Also for many customers the perceived value would 

also include the mileage a car gives. 

2. Customer Lifetime 

Customer lifetime is the approximate time for which the customer is expected to be 

associated with our firm/ brand. This is based on various factors like customer 

satisfaction level, the competitive scenario, the economic environment in future etc. A 

firm can work on increasing the customerôs lifetime by concentrating on customer 

relationship management and by ensuring happy customers. A higher lifetime is one 

factor that can lead to a higher lifetime value of a customer. 
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3. Customer Lifetime Value (CLV) 

Customer lifetime value (CLV) is a metric that represents the total net profit a 

company makes from any given customer. CLV is a projection to estimate a 

customer's monetary worth to a business after factoring in the value of the relationship 

with a customer over time. The most straightforward way to calculate CLV is to take 

the revenue you earn from a customer and subtract the money spent on acquiring and 

serving them.  

CLV is calculated by subtracting the cost of acquiring and serving a customer from 

the revenue gained from the customer and takes into account statistics such as 

customer expenditures per visit, the total number of visits and then can be broken 

down to figure out the average customer value by week, year, etc. 

Common ways of calculating a company's CLV include the following: 

Average revenue per user: Determine the average revenue per customer per month 

(total revenue ÷ number of months since the customer joined) and multiply that value 

by 12 or 24 to get a one- or two-year CLV. This approach is simple to calculate but 

does not take customer behavior into account or changes over time, either in 

customers' preferences or company strategy. 

Cohort Analysis. A cohort is a group of customers that share a characteristic or set of 

characteristics. By examining cohorts instead of individual users, companies can get a 

picture of the variations that exist over the course of an entire relationship with groups 

of customers. Factors such as market changes, seasonality and the introduction of new 

products, competitors or promotions could skew cohort analysis. 

Individualized CLV . Companies not interested in broadly calculating CLV often 

focus on determining the total value of customers by source, channel, campaign or 

other mediums such as coupons or landing pages on a company website. This could 

mean comparing CLVs as obtained through social media advertising against those 

from other digital marketing tactics, for example, with a focus on whether company 

resources are being efficiently spent. 

The CLV can affect many different areas of the business since it is not focused on 

acquiring many customers or how cheaply those customers can be obtained but, 
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instead, emphasizing efficient spending to maximize customer acquisition and 

retention practices. Customer segmentation can affect CLV in that some groups of 

customers might be more highly valued than others. 

What can you do with Customer Lifetime Value? 

Customer Lifetime Value is the single most important metric for understanding your 

customers. CLV helps you make important business decisions about sales, marketing, 

product development, and customer support. For example: 

Marketing: How much should I spend to acquire a customer? 

Product: How can I offer products and services tailored for my best customers? 

Customer support: How much should I spend to service and retain a customer? 

Sales: What types of customers should sales reps spend the most time on trying to 

acquire? 

4. Customer Equity 

The customer equity of a firm is defined as the present value of the total revenues that 

the customer base of the firm will generate in its lifetime. A company with higher 

equity is valued higher than the one with lower equity. The following three factors 

drive customer equity: 

- Value Equity: This measures how the customer perceives the firm in terms of the 

product the quality, price and convenience. This is parallel to the concept of ñvalue 

for moneyò. 

- Brand Equity : This measures how the customer feels about the firm. This includes 

brand awareness, brand recall and the emotional connect of a customer with the firm. 

- Retention Equity: This measures the tendency of a customer to be loyal to the 

brand. This can be measured by the loyalty programs, its reputation etc. 

 

 

 

https://searchsalesforce.techtarget.com/definition/customer-segmentation
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Chapterï8 

MARKETING STRATEGIES OF PATANJALI AYURVED (FMCG) IN 

PRESENT MARKET SCENARIO  

A case Study 

India is one of the biggest developing business sector with an aggregate populace over 

one billion. After post-progression the nearness of MNCs indicate extraordinary 

rivalry among organizations for their item. They are accompanying new items to pull 

in clients. In such a ferocious rivalry period organizations are accompanying 

separated and imaginative items to pick up piece of the overall industry. Around 73 

percent of the populace lives in rustic territory while rest 28 percent in urban 

agglomerations. Since the real Indian populace lives in provincial zone so there is a 

need to supplant conventional urban system with imaginative country methodology. 

The present paper endeavors to talk about the part of creative promoting and 

marketing strategies in the market and its effect on clients. Multinational enterprises 

(MNEs) are increasing their presence in the lives of more and more consumers as 

companies seek to expand and promote their products to a still wider range of markets 

globally. As markets change and develop, so does the strategy used to enter them, and 

companies must be able to choose the correct way to enter markets in order to remain 

competitive. 

INTRODUCTION  

FMCG items are those item which have short life expectancy which are utilized for 

brief time and are supplanted inside days, week, and month or inside a year. Since 

FMCG items are supplanted quickly so they are having high market request. They 

work at a lower edge. A noteworthy bit of month to month spending plan distributed 

on these items. The business are continually stretching out and growing new item to 

improve buyer's involvement. Real players in FMCG enterprises are HUL, ITC, 

Nestle India, Dabur and P&G. The major FMCG fragments are-close to home care, 

sustenance and drink, family care, tobacco and oral care. Nourishment fragment is the 

main portion in FMCG part. Taste and inclination of clients are changing quickly so 

the organizations are embracing creative process because of mechanical improvement 

to match current clients necessity so there is a gigantic open doors in the area. 
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Additionally we try to gain an understanding of why any discrepancies exist and 

whether they can be explained by the nature of emerging markets as well as the 

characteristics of the FMCG industry. 

OVERVIEW OF PATANJALI AYUURVED LIMITED  

Patanjali  Ayurved Limited is an Indian FMCG Company headquartered at Haridwar, 

Uttarakhand. The Company was established on 13th January, 2006 with Acharya 

Balkrishna as its majority state holder as well as managing Director with 92% stake, 

the rest being with an NRI family from UK. 

 Product Portfolio  

 It is involved in manufacturing as well as distribution of products ranging from food, 

beverages to cosmetics and fabric care. Since its inception in 2006 the company has 

made rapid advances in expanding its reach across many segments and currently 

operates a plethora of brands.  

Production 

Patanjali Food and Herbal Park at Haridwar is the main production facility operated 

by Patanjali Ayurved. The company plans to establish further units in India and in 

Nepal. In 2016, the Patanjali Food and Herbal Park was given a full-time security 

cover of 35 armed Central Industrial Security Force (CISF) commandos. The park 

will be the eighth private institute in India to be guarded by CISF paramilitary forces. 

Baba Ramdev is himself a "Z" category protectee of central paramilitary forces.  

Products  

Patanjali Ayurved produces products in the categories of personal care and food. The 

company manufactures 444 products including 45 types of cosmetic products and 30 

types of food products. According to Patanjali, all the products manufactured by 

Patanjali are made from Ayurveda and natural components. Patanjali has also 

launched beauty and baby products. PatanjaliAyurvedic manufacturing division has 

over 300 medicines for treating a range of ailments and body conditions, from 

common cold to chronic paralysis. Patanjali launched instant noodles on 15 

November 2015. Food Safety and Standards Authority of India slapped a notice on 

the company as neither  Patanjali nor Aayush, which are the two brand names under 
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which Patanjali got licenses, have got any approval for manufacturing instant noodles. 

In 2016, Patanjali has announced to enter the textile manufacturing centre. The 

company is reported to manufacture not only traditional clothes such as Kurta 

Payjama but also popular western clothes such as jeans. On November 5, 2016, 

Patanjali announced that it will set up a new manufacturing plant Patanjali Herbal and 

Mega Food Park in Balipara, Assam by investing 1,200 crore (US$180 million) 

with the manufacturing capacity of 1,000,000 tonnes (2.2×109 lb) of goods per year. 

The new plant will be the largest facility of Patanjali in India and will be operational 

by March 2017. Patanjali already has around 50 manufacturing units across.  

Sales & Distribution 

Patanjali Ayurved sells through nearly 4,700 retail outlets as of May 2016. Patanjali 

also sells its products online and is planning to open outlets at railway stations and 

airports. Patanjali Ayurveda has tied up with Pittie Group and Kishore Biyani's Future 

Group on 9 October 2015 As per the tie-up with Future Group, all the consumer 

products of Patanjali will be available for the direct sale in Future Group outlets. 

Patanjali Ayurveda products are also available in modern trade stores including 

Reliance retail, Hyper city and Star Bazaar apart from online channels Patanjali 

Ayurved, co-founded by yoga guru Ramdev, is targeting Rs 10,000- crore revenue in 

2016-17, after sales grew 150 per cent in the previous financial year to Rs 5,000 crore. 

PatanjaliAyurved has also started its FMCG expansion in form of dealership and 

distributorship channels across the country and expects wider growth in overseas 

distribution as well. 

RESEARCH METHODOLOGY  

Research Objectives  

The principle target of this research is to: build up an unmistakable comprehension 

about the distinctive research guides related toward investigations of showcasing 

techniques and investigate and break down the diverse philosophies actualized by the 

scientists in the field of advertising methodologies utilized by another FMCG 

Organization. The goals of this examination are as per the following:- 1. To study the 

increasing growth of profit of Patanjali products. 2. To study the factor responsible for 

growth. 3. To study the Marketing strategies that are unique to attract the people to 

buy Patanjali Product. 
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Research Methods 

This paper depends on secondary data where sources have been utilized to gather data 

about Patanjali brands. Diaries, articles, research reports and government records 

were explored to get the knowledge of the past intercessions. Web references have 

additionally been accomplished for accomplishing the reason and goals of the review. 

Data has been sourced from different books, exchange diaries, government 

distributions and web. What's more, research is expressive in nature. 

Limitation of the Study 

 As the research have done through the secondary data where research, data, realities, 

data have as of now gave either on books, reports, newspapers, sites and so forth. Raw 

numbers are not straightforwardly accumulated from the organization so that data or 

data may change from the genuine realities. What's more, time compel has disallowed 

from diving deep into the subject because of time imperatives study is confined to 

constrained spots/urban communities as it were. 

Marketing strategies by Patanjali Ayurved Ltd  

¶ Industry sources indicate that Patanjaliôs market share is likely to be around 5% 

by end 2015. This is a big success in this category, which had just three players 

until now. (Credit Suisse). 

¶ Patanjali is likely to more than double its revenue to Rs 5,000 crore in FY16 from 

Rs 2000 crore in FY15. (Reliance securities) Sales and Distribution 

¶ Patanjali Ayurved sells through nearly 4000 retail outlets as of 2015.Patanjali also 

sells its products online and is planning to open outlets at railway stations and 

airports. Patanjali Ayurveda has tied up with Pittie Group and Kishore Biyani's 

Future Group on 9 October 2015. As per the tie-up with Future Group, all the 

consumer products of Patanjali will be available for the direct sale in Future 

Group outlets.  

¶ Patanjali Ayurveda products are also available in modern trade stores including 

Reliance retail, hyper city and Star Bazaar apart from online channels. Defense 

organization DRDO entered into licensing agreements with Patanjali Ayurveda 

for transfer of technology. 
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THE FACTORS RESPONSIBLE FOR THE GROWTH AND THE DEMANT 

INCLINATION OF PATANJALI PRODUCTS  

Patanjali out performed in merely half of a decade and became a Brand, demand for 

the Patanjali products inclined enormously. The success of brand Patanjali happened 

due to these factors ï Opportunist Strategy (Struck the hammer when the iron was red 

hot) ï In a recent case we seen that Patanjali had skimmed the Opportunity and 

launched their new product Patanjali Atta Noodles when the biggest competitor of 

leading brand Maggie, was not in the game. It is a lesson to keep your hammer ready 

for the favorable conditions. Built a strong fan base and the followers trust ï Before 

Patanjali came into the picture and before launching the full-fledged marketing 

campaign, a large number of people were trusted him and following Baba Ramdev 

and the idea that yoga was solutions to many problems. Yoga Guru adopted ñTelling 

is the new selling!ò concept. Instead of focus on selling Patanjali products; he started 

working on building relations with them. ñPeople do not buy goods and service. They 

buy relations, stories, and magic.ò ï Seth Godin. [3] 

Brand should be visible always ï From 1993 Himalayan caves of the Hindu pilgrim 

town of Gangotri to 2011 Ăanti corruption andolan  in support of Jan Lokpal Bill 

Yoga guru have taken out the entire buzz and able to create a image visibility for each 

and every age, gender, cast, religion over the world. 

Smart pri cing ï Patanjali products are cheaper than its peers in the same category. 

As per the Acharya Balkrishna the input costs is too low because they directly source 

raw material from the farmers and middlemen are not entertained, and the brand have 

its own face to promoting brand, so cost for the brand ambassador is negligible as 

well salaries are also modest. Since the production and promotion cost isless than the 

other companies are spending, it directly lessens the product cost. But there are some 

categories where people may not buy his suggestions and may not switch to Patanjali, 

if people donôt find a satisfactory reason. For such categories Yoga guru has put the 

price card but not all Patanjali products are cheap but most have 10-20% lesser cost 

than its rival products. 

Awareness strategy through Social Media ï Now days the digital world like 

Facebook, Twitter, Instagram , blogs and web pages are more effective and prompt to 

promote and advertise the product. The same product awareness strategy has been 
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adopted by the brand Patanjali to spread the awareness about the Patanjali products to 

educate and to engage people through the social media over the world. Even Yoga 

guru has more than 7.4 million likes on Facebook and 623 thousands of followers on 

twitter as of November 2016. [5] Where he interacts with the followers on Twitter and 

Facebook by organizing live chats and also informed them about new camps, events, 

product announcement.  

Retail outlets Trust and Faith ï Previously, we used to get all the products only in 

Patanjali Ayurvedic stores located in rare cities, now you can get them from every 

town today even though you can buy Patanjali products in Big Bazaar as well. If you 

ever visit to a Patanjali retail outlet, you would not only find herbal medicines but also 

licensed Ayurvedic Doctor for a free and expertise consultation. This trust and faith 

are the major reasons why people feel connected to Patanjali.  

Variety of products ïThe major step towards success is its variety of products in 

each and every segment, brand Patanjali is not only focusing on medicinal products 

but also focusing on herbal products of personal care, grocery, nutrition and 

supplements, home care etc. 

FUTURE PROSPECTUS OF PATANJALI 

 Rural Push: Rural market accounts for over 70% of Indiaôs 1.21 billion population 

but contributes only 9% in the FMCG Industry. Thus increasing distribution and 

support infrastructure in rural areas is a key area where it needs to focus. 

Increment in Research and Development:  

FMCG brands would need to concentrate on R&D and advancement as methods for 

development. In this period of extraordinary rivalry, organizations that keep on doing 

great would be the ones that have a culture that elevates utilizing client bits of 

knowledge to make either the up and coming era of items or now and again, new item 

classes. Along these lines Patanjali would need to contribute a great deal of capital 

and exertion into huge innovative work of more up to date item classifications. 

Focus on Exports: Patanjali has to a great extent centered to take into account the 

residential market. Trades in this manner stay to be a low division of the aggregate 

deals. It is in this way basic to concentrate on sending out items utilizing Indian 

operations as sourcing center for the same. 
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CONCLUSION  

There is doubtlessly Patanjali is a problematic drive in the FMCG space and is a solid 

risk for the occupants, yet Patanjali has its difficulties. A political relationship with 

any political gathering is a twofold edged sword as a change in political 

administration implies terrible news. For another, Patanjali does not have a multitude 

of B-school directors and advertisers, at HUL (albeit one could contend that might be 

leeway). An indication of that hole was noticeable when, after the dispatch of the atta 

noodle, the Food Safety and Standards Authority of India said that Patanjali did not 

have any significant bearing for endorsements. Ramdev figures all endorsements are 

set up and it might be a scheme to censure him. In the event that he is not kidding, and 

it appears he is, it's most likely time for Ramdev to get some administration heave in 

his positions. 

The push for high development accompanies challenges. Sourcing of crude material, 

for example, will be basic to adapt to the volumes. Patanjali has effectively 

confronted that with gooseberries. To achieve online customers quicker (Grofers and 

Big Basket presently stock Patanjali items), it must have producing units and 

distribution centers the nation over. Patanjali s item portfolio is awkward. Thatôs a 

test that Mudra and McKann Erickson, who have been restricted into handle 

promoting for Patanjali, should overcome. From a zero-publicizing system, Patanjali 

has done a U-turn, rising as the third greatest TV publicist in the nation. Additionally, 

as Naresh Gupta, Managing Partner, Bang in the Middle, a promoting office, calls 

attention to, for the brand to move into the major class, it needs to speak to the 

individuals who don t become tied up with Baba s individual conviction framework. 

He says, "Today Ramdev is additionally a political figure and to union trade with 

governmental issues has not been simple or fruitful for anybody." But rather whether 

anybody can break Patanjali s record is yet to be seen. On the off chance that 

Patanjali is to be contrasted and any player whatsoever, it could be the internet 

business commercial center Unicorn Flipkart, which began a year after Patanjali, was 

joined, and hit $1 billion in gross stock esteem (GMV) two years prior. 
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Chapterï1 

INNOVATION MANAGEMENT  

1. INTRODUCTION  

        Innovation is essential for business survival in highly competitive markets where 

it is increasingly difficult to differentiate products and services. Innovation is 

important for the following reasons: 

¶  It allows businesses to expand their customer base by refreshing the market with 

new and improved products 

¶  It is a key component of competitive advantage and helps companies stay ahead 

of competitors before rivalsô innovations take market share 

¶  It supports the ability to charge a premium 

¶  It provides incremental revenue and profit and also increases shareholder value 

Businesses that are not growing through new product and service introduction are 

likely to decline as their existing sales portfolio inevitably matures. 

It is not surprising that companies such as Procter & Gamble and General Electric 

have actively embraced the management of innovation. Their principal goal is to drive 

growth and then to improve shareholder value. 

óNothing is more central to sustain growth than innovation that leads an industry and 

not only product innovations, but innovative design, innovative marketing, innovative 

in-store shopping experiences, innovation across the entire business. The companies 

and brands that lead innovation are the catalysts for growth.ô 

2. MEANING AND DEFINITIONS OF INNOVATION  

The term ñInnovationò seems to derive from the Latin novus (Hsu 2005), which 

means new or young or novel. For most people ñto be innovativeò means to be 

creative and/or to make something new. 

Unfortunately there is no single accepted definition of the term ñInnovationò. For 

some people it means a new idea, for others it means an invention (a materialized new 

idea), for some it means a new product (a developed invention), for some others it 




